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For biggest cord profits, give big display to the 


BIG TWO! 


ONE! The tough multiple-use cord for the budget-minded. 















txcetiant tor Ciothes Live 


ie STRONG ~ DURABLE 


AETNA 


TWO! The world’s finest multiple-use cord. Display both! 














SPOT-CORD 


SAMSON CORDAGE WORKS « BOSTON 10, MASS. « WORLD’S TOUGHEST CORDAGE SINCE 1888 
Clothesline - Play Rope - Jump Rope - Sash Cord - Camp Rope 





JIG, COPING and 
SABRE SAW BLADE 











< * woo OC 
FOR HAND FRAMES, POWER JIG SAWS, SABRE SAWS 


A complete saw blade sales center, at a low dealer cost and a high 
dealer mark-up. Everything you need to take care of the hobbyist, 
do-it-yourselfer and professional. And this unit is only 144” deep, 
less than 15” wide and only 8” high. Easel back for standup 
counter merchandiser, eye punched for wall or peg board display. 


Blades are packaged in individual plastic sleeves, each sleeve-pak 
regardless of type of blade is priced the same...perfect for self- 
service. Wide assortment of blade types, sizes, ends and teeth 
insures you ll have what your customers want. 


No. 50 Merchandiser contains 
5 packets each of the following 





No. of 
Blades 








Jig ; . 8 





Jig 








8 

Jig 8 
Jig ; 8 
4 
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Jig 





Sabre 





Coping 4 | d 10 G. Ww. GRIFFIN COMPANY 

Franklin, New Hampshire 
Sales Representatives 

Coping Yo” 7 John H. Graham & Co. Inc. 

10S Duane Street, New York 8, N.Y. 
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Master of the building: Give him one master key! 


Here’s a big sales opportunity for you. The amount of time 
wasted by a janitor or custodian trying key after key in a 
lock can easily be turned to better uses. Sell school boards, 
building managements and store owners on the master- 
keying systems they need ! One-key convenience makes Yale” 
master-keying systems the most widely used in the world. 
For further information, see your Yale Distributor for the 
full line, or write to the Yale & Towne Manufacturing Co., 
Yale Lock & Hardware 

Div., White Plains, N. Y. YA AQ & TOW » E 


YALE——REG. U.S. PAT. OFF. 


Want more facts? Circle 101, p. 35 
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This Nicholson or Black Diamond file 
display is rapidly becoming a favorite 
among retailers. Pinned to a pegboard 
or standing on a counter top, it has 
turned files into an impulse item that 
breaks the ice and leads to increased 
sales...increased turnover. 


Each of the 48 files is packed in its 
own plastic skin with a striking orange 


Nicholson File Company, Providence 1, R. |. « Files * Rotary Burs * Hacksaw 
and Band Saw Blades « Hole Saws + Ground Flat Stock + Industrial Hammers 
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Retailers’ pin-up 


and black card listing the file name, 
uses and price. Each file comes with Hi- 
Impact orange plastic handle. The rack 
is free when you buy the assortment. 


You'll make a favorite pin-up of this 
Nicholson or Black Diamond display 
once you see how effectively it merchan- 
dises your files for you. Your wholesaler 
has it in stock now. 


Want more facts? Circle 102, p. 35 


Jles designed and manufactured 
by The Danielson Manufacturing Com- 
pany—a Nicholson subsidiary. 


Here’s Your Profit Story: 
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CURTIS PRODUCTS, 


INC. 
A subsidiary of Helene Curtis Industries 


Main Office & Laboratories: 6461 Georgia Ave., Detroit 11, Michigan 


’ 
Detroit - Chicago - Richmond, Va. - Oakland - New Orleans 
Kansas City 


Tampa + Toronto + Jersey City + Montreal 
Want more facts? Circle 103, p. 35 
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Editorial 


by W. A. Phair 


Stifling growth ... 


The manufacturer’s salesman opened his sample case and showed 
the wholesaler’s buyer a new product. He tried to encourage the buyer 
to stock the item. 


The buyer looked at the item and explained, ““‘We don’t get calls for 
that item, and we don’t stock merchandise unless we get calls for it.”’ 


The salesman folded up his display case and went off to the local 
department store. There he found an interested buyer. 


A department store ad broke a few weeks later and, as usual, local 
hardware stores began to get requests for the new product. But they 
didn’t have it. The stores asked their wholesale salesmen about it. 
The salesmen reported these requests back to the wholesale house. 
This interest eventually filtered down to the buyer, who then decided 
to stock the item. 


By the time tne stock was received, salesmen notified, etc., the cream 
of the early consumer interest had been taken by the department store. 
The department store had also established itself in consumers’ minds 
as headquarters for this merchandise. 


Admittedly, this is not typical of all wholesalers. But it does happen, 
too often. Ask a manufacturer’s salesman about this. You’ll be amazed 
at some of the experiences he can cite you. 


We can understand the need for caution by a buyer in taking on 
a new product. But this caution can be over-done. We must not for- 
get that a wholesaler has a responsibility to his dealer-customers to 
see that they are offered a continuing supply of new items when they 
are new, not after someone else has skimmed off the cream. 


Unwillingness to take some risks with new types of merchandise 
hurts the entire hardware industry. It forces manufacturers to turn 
to other outlets for help. It puts a dealer in the position of always 
playing second fiddle. It diverts traffic to other types of retail outlets. 
But, more importantly, it retards the growth of the wholesale firm. 


Every business, if it is to survive, must be alert for changes and 
new trends. New blood, in the form of new thinking as well as new 
products, is vita] to the survival of any firm. 


There was a time, in the past, when the hardware industry repre- 
sented about the only means of getting new products into national 
distribution. This isn’t true today. There are many competitors who 
offer such facilities. Hardware channels, when they operate properly, 
are still very efficient and economical. But when they get clogged 
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Editorial 


continued 


up by wholesalers who decline to take calculated risks with new mer- 
chandise, others will step in and do the job. 


Executives of wholesale firms might well ask themselves if they are 
providing for future growth by some investment in new products. 


Every day some item dies... 


A tendency to avoid new ideas can also be found at the dealer level. 
In fact, one cause for hesitancy of wholesale buyers to take on new 
products is the feeling thet dealers will not be interested. There is 
some truth in this. It needs correcting. 


Each day some item in a hardware store dies. If it is not replaced, 
the store loses volume. The death of an item is not a noisy, spectacular 
event. It is quiet, and can easily pass unnoticed. But, in a year’s time 
these losses can represent serious injury to a store, unless new items 
take their place. 


The only way to overcome this problem is to constantly experiment 
with new items and new lines. This experimentation obviously carries 
some risk. But the reason you are in business is because you are 
willing to take risks. If there were no risks, anyone could get into 
the retail hardware business. 


Each day presents you with opportunities to inject new life and 
excitement into your store. Where can you find these ideas? One 
very good place is in the pages of Hardware Age. Each issue will 
have a dozen ideas worth your study. 


Take a look at what has happened to snow blowers this year. In 
most parts of the country it hasn’t even snowed yet, but sales are 
tremendous. In fact, in some areas there is already a shortage. Some 
dealers have been able to do a real profitable business in these 
machines. Others, who have remained aloof because the machines 
were “new,” face the unpleasant job of turning customers away. 


How about battery-powered equipment, such as the drills and hedge 
clippers that are on the market, with more items to come next year? 
Some dealers are sitting on the sidelines. “Too expensive,” they say. 
Or, “Too many bugs.” Of course this equipment is higher in cost 
than the regular electric drills, etc. And there are always bugs in 
new items. But, if you think this type of equipment has a future, 
now is precisely the time you should get into it. You can live with 
the problems until they get straightened out. Get to know the equip- 
ment, now, when it’s new. Then when things settle down, you’ll have 
an advantage, a head start over others. 


Obviously the cordless drills are not going to wipe out the existing 
market for drills with cords. The price differential is too great. But 
many market experts predict a big future for battery powered equip- 
ment of all types. Where will you be, when it blossoms? Trying to 
catch up, or already established? 
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lf you think fasteners are “chicken feed,” you’ve got another think com- 
ing. Modern packaged fasteners aren't “chicken feed” in today’s hard- 
ware operations when you stock the fasteners that help you make 
money. Southern’s smartly styled packaging with the famous EZ to C© 
color-coded label is a real money-maker and traffic-builder. 


= 
SCREW COMPANY 
Give Southern screws a chance to make money for you. Contact your eS ee 
Southern distributor. Let him put your fastener sales on its feet the 
EZ to C© way. 
Sold Through Leading Wholesale Distributors. 
Warehouses: New York « Chicago « Dallas -« Los Angeles 


Wood Screws . Stove Bolts . Machine Screws & Nuts . Tapping Screws Carriage Bolts * Wood Drive Screws 
Want more facts? Circle 104, p. 35 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


More counterfeit money... 


Counterfeiters are at it again! The Secret Service sounds its 
warning for merchants: “Keep your eyes peeled for phony bills 
during the peak holiday season.” Agents report a rash of counterfeit 
$10 bills already has turned up in large cities across the country. 
They say the bills are not “top quality” fakes, but are good enough 
to have fooled many bank clerks. More than 1500 of the bills have 
been spotted since September. Agents say the smaller the bill, the 
more difficult to trace because dealers don’t check them as carefully 
as big bills. 


Rules relaxed for minors... 


Government labor experts are suddenly anxious to make it easier 
instead of harder for employers to hire minors. They have found 
that at least a quarter of our hard core of unemployment consists 
of out-of-school teenagers. President Kennedy has called a special 
committee to study the problem, and the Labor Department has a 
new youth employment division. It adds up to easier rules for hiring 
minors, plus a lot of pressure on merchants to expand their work 
force in the months ahead. 


Hodges studies local taxes... 


How the states tax your business is the subject of a study to be 
started this month by a House judiciary subcommittee, under Rep. 
Edwin Willis (D., La.). Sentiment at top federal levels, expressed 
by Commerce Secretary Luther Hodges, is that state taxes “are 
pyramiding percentagewise far more than federal (taxes).” State 
and local governments are not supposed to tax goods in interstate 
commerce. But what is, and is not, interstate commerce often is 
unclear. Secretary Hodges has urged dealers to pay more attention 
to local taxes instead of fretting too much about federal taxes 


Taxes on lures defined .. . 


The Internal Revenue Service has ruled on how it will tax artificial 
fishing lures. IRS says if you, as a dealer, assemble a kit of 
materials for tying flies, you are a manufacturer and must pay a 
manufacturer’s excise tax on sale of the kits. If you gather mate- 
rials, farm them out to a private fly-tier who returns the finished 
lures for resale, you are still the manufacturer. However, if you 
buy finished lures and merely stamp your name on them or fix 


them to a card for resale, you are not considered the manufacturer 
and do not pay the tax. 
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Any kind of hardware you’re shipping—from nuts 
and bolts on up—gets where it’s going faster on 
Greyhound Package Express. Shipments going hun- 
dreds of miles can arrive the same day they’re sent! 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway... right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 
sO many places—so often. 


You can ship anytime. Your packages go on regular 

Greyhound passenger buses. Greyhound Package 

Express operates twenty-four hours a day...seven 

days a week...including weekends and holidays. 

What’s more, you can send C.O.D., Collect, Prepaid 
..or open a charge account. 
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CALL YOUR LOCAL GREYHOUND 
BUS TERMINAL TODAY...OR MAIL 
THIS CONVENIENT COUPON TO: 


GREYHOUND PACKAGE EXPRESS 
Dept. L-10, 140 S. Dearborn St., Chicago 3, Illinois 


Gentiemen: Please send us complete information on Greyhound 
Package Express service...including rates and routes. We 
understand that our company assumes no cost or obligation. 


NAME__ mm: 5 « 





COMPANY____ 





ADDRESS____ si ences OUI OOEE me 





ZONE___STATE___ 
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IT’S THERE IN HOURS...AND COSTS YOU LESS! 


Want more facts? Circle 105, p. 35 
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HARDWARE BUSINESS 


OuTOOK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


STRONG FINISH LIKELY FOR 1961 





The outlook for a strong finish to 1961 is good. Industrial produc- 
tion, the Federal Reserve Board reports, took an upswing last month, 
indicating the early Autumn slump was over. Industrial hardware sales 
also were up. Retail store sales for October were up 2 percent. Hard- 
ware wholesaler sales, too, were up. Latest statistics show business 
is on the upgrade again. 

















CHRISTMAS SALES UP 82%? 





Dealers looking for a yardstick to measure their Yuletide sales this 
year may find this guide useful: A survey of the nation's retailers 
by the American Newspaper Publishers Assn. shows 75 percent expect 
an average sales boost of 8 percent over last Christmas. Some 20 
percent look for no change, while nearly 5 percent think sales will 
decline about 10 percent from 1960. 























1400 RETAILERS MAKE PREDICTIONS 





Two-thirds of a groun of retailers throughout the country surveyed 

by Dun & Bradstreet predict a healthier sales outlook during the first 
half of 1962. In all, 96 percent of 1400 retailers from six cate- 
gories, including hardware, were willing to forecast their sales 
picture for the first six months of 1962. Those looking for sales 
improvement expect a hike of from 5 to 10 percent. 




















BUILDERS' HARDWARE MARKET SHIFTING? 





A trend may be developing in the home improvement market that will 
influence your promotions on builders’ hardware. The Commerce De- 
partment has begun keeping track of consumer spending for residential 
alterations and repairs. The latest report, for the second quarter 

of 1961, shows a sharp decline percentage-wise in expenditures by 
owner=-occupants of single unit dwellings and a sharp rise in spending 
by owners of multi-unit dwellings as against the second quarter of 
1960. The department warns that the survey is so new that trends 

are hard to assess. However, hardware dealers will be watching these 
figures for a definite trend to help set up promotions aimed at vari- 
ous types of homeowners in their markets. 


























»- « e lfurn to page 56 for more news of How's the Hardware Business. 
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DISPLAY SD-1 7 > = ere on 
Holds 40 cards 

(80 blades — 5 
different styles) 
each blister 
packed with two 
saw blades — 
Trojan S-7, S-10, 
S-F, S-32, and 
S-K. 
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Precision grinding of every 


Trojan Saber Saw Blade tooth | 
—never punched out, never filed the O x LY 
—is all important te your cus- 


tomer. He can saw faster, more 


cen, esse ery tt precision ground 
Sin ieaenens tenientenele saber saw blades 


therefore longer lived. Without less 


ot flexibility, the special heat treating to fit allthese saws: 


given to each blade makes them the hard- 

est you can buy. That's why you'll hear ; 

many a user comment that there’s no Black & Decker * Shopmate @ Stanley ¢ Millers 

end to their cutting edge. Falls © Skil ¢ Craftsman * Disston © Forsberg 

Gee Whiz ¢ Forsberg + 10 * Duwell ¢ Cum- 

Wow, take a look at the suggested mins © Wen ® Ram ¢ Speedway ®@ and others. 

retail prices, 59¢ to 79¢ per pair— 

economical right across the board 

—and blister packed on a dis- 

play that catches your eye like 

aps grant MR. DEALER! 


will bring in sales across your Retail Value $28.60 
counter too. Your Cost 17.16 


Your Profit $11.44 
= tam 
Sht a kes fate PARKER MFG. CO., WORCESTER, MASS. 








Want more facts? Circle 106, p. 35 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


WHAT HAS HAPPENED TO SNOW BLOWERS THIS FALL? 





"Phenomenal" demand is causing much head scratching. Snow blower de- 
mand has led to some shortages with manufacturers’ warehouses largely 
empty, and foul weather yet to come. Will demand become more hectic, 
with no reorders possible? It's likely. Big surprise is demand for more 
expensive, self-propelled units. Some wholesalers scurry to find re- 
placement stocks. An opportunity here for dealers: File names of cus- 
tomers whose orders can't be filled. Review names nex* Summer for fol- 
low-up, and as good basis for heavier initial orusrin, and promotion. 






































CAN DISCOUNTERS TAKE COMPETITION? WE'LL SEE. 





Marketing men in full-function retail stores are chuckling as signs of 
pressure become evident among discounters. Some department stores add 
to discounters’ woes with new price cutting schemes to lure back 
trade. An Eastern chain advertises it will double discount on any item 
& price cutter footballs. Some discounters promote big bargains, but 
show no prices. They fear being undercut before ink is dry in the ads. 
Question: Discounters have never faced real competition before. Can 
they meet these new pressures? A big, unanswered question. Warning to 
dealers: Don't panic! Price wars will be limited to relatively few 


well known items. And the end of the fighting could well be to your 
advantage. 









































NEW PRODUCTS ARE A RESPONSIBILITY 





Do you check claims for new products you buy from little-known Sup- 
pliers. Advice is: "You'd better!" Scattered reports show resentment 
building against unfounded claims. Particularly true in some outdoor 
products such as lawn weed- and feed-chemicals. Some manufacturers 
Stretch truth a bit, others make claims that are absurd and mislead- 
ing. Examine dubious claims on new products. 





























WHAT KEEPS AEROSOLS BOOMING? 





Sales of aerosol products are leap frogging; have quadrupled in last 
six years. Hardware stores are No. 1 outlet for non-food aerosols. In 
Spray paints alone, the average hardware store will sell between 1000 
and 1500 cans next year. Two thirds of these sales will average in the 
$2-up price range. Why the continued boom? "Convenience and time 
saved," say market experts. 
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HARDWARE AGE 


BUILDERS’ 
HARDWARE HANDBOOK 


By Adon H. Brownell, A.H.C. 


This all-inclusive volume covers base metals, finishes, ALL NEW FEATURES 


hinge requirements, lock functions, exit devices, door 
closing devices, lock security and keying, hardware 
installation, special type hardware for specific types 
of buildings, and safety precautions. Operating 
costs, financing, marking goods, other information 
necessary for efficient management. A complete 
glossary of builders’ hardware terms is also 
included. 





1. New products and developments 
(all obsolete items deleted) 


2. New American standard specifications 
3. Anchor reinforcement hinges 

4. Automatic door openers 

9. Automatic door bolts 


6. Streamlined and concealed-in-head door 
closers 


7. New type roller door stops 


A ” 
274 pages, 8/2” x 11 only $8.00 8. Bi-fold and folding panel doors 


385 illustrations clothbound 


CHILTON CO. + BOOK DIV., Dept. HAT 
56th & Chestnut Streets 
WRITTEN BY AN EXPERT . Philadelphia 39, Penna. 


WITH 45 YEARS’ EXPERIENCE Please send me copies of HARDWARE AGE BUILDERS’ HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of the 
IN BUYING, SELLING invoice in the amount of $8.00 per copy, plus 45 cents handling and postage. 
AND MANUFACTURING 
BUILDERS’ Address.......... LE RE ek CEL ee NS PR SR TR | a ay) 


HARDWARE EE EE ES ER = Ane EEG, 


Check here if sending payment with order, saving you the 45 cents handling and postage 
charge. 


Se et eT EN 
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 QUERYTHING HINGES ON HACER. 


C. Hager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 
Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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BLINDFOLD 


You've got to have a plan 

to make a profit. The place 

to start is with a realistic 

Sales budget for next year. Here is 
how to pinpoint your budget 


for more accuracy and profit. 


[If you aren’t planning a sales budget for next year, you are like the 
blindfolded party guest groping to pin the tail on the donkey. 

There’s nothing difficult or mysterious about budgeting. It involves, 
basically, a realistic appraisal of your local market. 

Profit planning starts from the sales budget. The success or the failure 
of your merchandising plans revolves around your sales budget. 

If the estimate is too high, it will result in overstocks, with an un- 
healthy rate of stock turnover. A sales bu“get that is too low will result 
in an out-of-stock condition with resulting walkouts and lower profits 
throughout your store. 

Many facets must be examined before a single dollar, cent, or percent- 
age mark is made on paper. That is, before you budget, you’ve got to 
take a critica] look at the market. 

There is no cut-and-dried way to plan sales that will apply to every 
situation. There is no magic formula that you can apply to your budget- 
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ing, no sure-fire way to make an accurate and profitable sales chart for 


next year. 


There are, however, many factors you should carefully consider in 


BLINDFOLD 


INTO 
1962 


planning for your probable sales for 1962. 

The more you consider these aspects of your market, the closer you will 
be to predicting your volume with accuracy. Then, all other planning is 
more meaningful, and therefore, more productive in terms of more sales and 
more net profit. 


The checklist which follows covers many factors that are often over- 


How to gage your market 
... and plan an accurate budget 


This checklist is based partly on facts, about local 
market conditions and partly on opinion, such as 
your appraisal of national conditions. You can rate 
the general outlook for your store by scoring your 
positive and negative answers with one point each. 
lf positive points top negative points, you likely can 
plan ahead for sales gains with some assurance, or 
vice versa. How much ahead, or behind? This de- 
pends on the gap between the points. 


Your experience 


Have your sales shown a fairly steady increase 
year-after-year since you started your business? 
Has the trend of this increase been greater or 
less in the past two or three years? 

Have your sales reached a level, and remained 
about the same for the past few years? 

Have you made any changes in your operation 
that you feel will keep the upward trend going, 
or will reverse the downward trend of sales? 


Local conditions 


——lf in an agricultural area, are local crop pros- 
pects, farming conditions and farm prices an- 
ticipated to be as good next year as they were 
in the past? 

——lIf in an industrial area, are the employment 
prospects and strike conditions on a par with, 
or better than, a year ago? 

Is the general level of building activity in your 
community increasing or decreasing? 
Has community activity shown more spirit in 
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the last few years, or does it seem to be going 
down hill? 
——How do general business conditions in your 
area compare with a year ago? 
With 5 years ago? 
——With 10 years ago? 


National economic outlook 


Do you feel that the national business picture 
will change seriously next year? 
Up? 
Down? 
Same level? 
Has the national sales picture compared favor- 
ably with your locality in the past? 

Are consumer savings at a point that makes 
business prospects look bright or dismal? 
———Will taxes have a bearing on your customer's 

attitude about buying next year? 





Stock conditions 


Have you increased the number of lines you 
offer your customers, over last year? 

Do you have better suppliers than you had a 
year ago? 

Do you feel that there is more good, new mer- 
chandise available on the market this year than 
there was a year ago? 

Do you feel that the general price level of your 
inventory is increasing to a point where dollar 
sales will increase even though unit sales re- 
main the same? 


Sales promotion plans 
How do your advertising and sales promotion 





looked when dealers make out budgets for the next year. The fact, for 
example, that you have hired a new employee who has more qualifications 
and enthusiasm than the man he replaced can be a most important aspect. 

A good man can make a $5000 a year difference in your sales volume. 
Or, the fact that you have switched suppliers may be very significant. A 
more efficient source of supply will mean fewer back orders and outs. 
This means more dollars in your till. 

A budget based on these kinds of diverse factors is bound to bring 
you closer to your target. 


plans look now for next year, compared with plays more eye-appealing to your customers? 

last year? Have you changed the floor design to move 
Increased? traffic into little-shopped areas? 
Decreased? Have you added any new fixtures or equipment 
Same level? to make impulse buying easier and faster? 

Are you planning to use new advertising media Have you added any space to selling area that 

this year? will have a bearing on your total sales? 

Are you planning to use new, bolder approaches 

in your advertising next year? 


Policy changes 


Have you made any changes in your credit pol- 
Have you hired new employees who have bet- icy that will make it easier for customers to buy? 
ter qualications than the employees replaced? Have you worked out a plan of handling adjust- 
Have you planned some new incentive plan that ments and complaints that will enhance cus- 
will encourage your employees to turn in better tomer relations? 

performances? 

Do you feel that your staff has more enthusiasm 
for 1962 than it had for 1961? 


Personnel plans 


Have you installed any new special services 
that will encourage new traffic? 
Have you made any personnel policy changes 
(hours, working conditions, compensation, etc.) 
that could improve sales? 
Have you developed a more effective public re- 
: lations program that will increase sales? 
Location factors 
Is the general trend of business activity better 
in your community? 
Has anything been done to increase the parking 
area in your locality? 
Have local traffic ordinances improved: the Other factors 
traffic past your location—one-way streets, for 
instance? 
Have other types of business firms moved into 
your locality that will increase overall traffic? 


Do you have less local hardware competition 
now than you did a year ago? 

Have you checked other sources of information 
to add to your knowledge of business. condi- 
tions? >i 
Federal Reserve Bank reports? 

Department of Commerce reports? 
| Trade association reports? 

Layout changes Business magazine forecasts? 

Have you improved your layout to make dis- Have you considered the psychological effect an 
plays more accessible to your customers? announced increase in your sales budget will 
Have you improved your lighting to make dis- have on everyone connected with your business? 
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GOOD LOOK... 


..- Af chains and discounters. Price alone is not the only 
weapon they have. Study what they do and how they do it 
and you will learn the ways to cope with them, as I have. 


by M. A. Jensen, Jensen Hardware Co., Niles, Ohio 


If you’ve been in the hardware business as long 
as I have, and that’s quite a while, you probably felt 
as I did when the chain stores first began coming in. 

To be honest about it, I resented them. It just 
didn’t seem fair for them to cut prices the way they 
did. I had always operated on a regular “mark-up” 
that paid me a reasonable profit, while here they 
were selling some items below my actual cost. 

The dime stores were probably the first to stock 
hardware, but they were only small, inexpensive 
items. I didn’t pay too much attention to them. 


About the author... 


On every single business day of the 38 years he 
has been running his hardware business at 20-22 E. 
State St., Niles, Ohio, M. A. Jensen has worn a fresh 
shirt, necktie and jacket or suit coat. His simple, direct 
explanation: 

“Because it’s good business practice.” 

Breaking it down further, Mr. Jensen explains that 
although most items purci ased in his store come out 
of regular hardware stock, often the bigger ticket 
items are bought. Since these involve a greater money 
outlay, the sale may call for someone in the store with 
more experience. The customer likes, in these cases, 
to speak to the “boss,” Mr. Jensen believes. It’s at 
these times that he feels his appearance adds prestige 
to what he has to say. 

This may in some measure account for the continual 
growth of Jensen Hardware Co., in both size and vol- 
ume, through nearly four decades in the same loca- 
tion, despite the rising and intensifying competition 
all the while from the chains and discounters. 
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Then the drug chains put in household products, 
including some hardware. But when even grocery 
stores went into the hardware business, I really be- 
gan to worry. I started to do something about it, 
only they were the wrong things. 

First, I complained to the manufacturers’ sales- 
men about their selling to other than what I called 
“legitimate hardware dealers.” They sympathized 
with me, but their companies went right on selling 
any kind of business that had a good credit rating. 

When customers complained that they could buy 
the same things for less from the chain stores, I 
talked about unfair competition. But the low-price 
appeal was stronger than my arguments. 

About the time the situation began to get really 
serious, I had an experience that changed my whole 
outlook. 

There was a certain distributor salesman who had 
been selling us for years and he and I had become 
good friends. In fact, I always looked forward to 
his call and we almost always had lunch together 
when he was in town. On this particular occasion, 
I started my usual line about his outfit selling the 
chains, when he told me some things I never forgot. 

They changed my entire way of doing business. 

“It’s a trend,” he said, “and no one can stop it. 
It’s like the old adage: ‘If you can’t lick ’em, join 
‘em.’ Start going after business the same way the 
chains do. In other words, be a ‘one-man chain 
store.’” 

At that time that sounded sort of silly to me, 
but I couldn’t get it off my mind. It seemed impossi- 
ble, though, since I couldn’t buy half a gross of 
wrenches as cheaply as the chains bought a carload. 
After I began to think about it seriously, it suddenly 
occurred to me that maybe price wasn’t the only 
angle. So I started studying the chain stores’ and 


























discounters’ advertising and their store layouts. 

The first thing I discovered was that while the 
ads gave the impression that everything could be 
bought for less, actually low prices were used on the 
advertised items just to get more people into the 
store. Another thing, the specials featured were 
things that people wanted right at that particular 
time. They had a timely or seasonal appeal. 

When I followed up the ads at a certain store, I 
noted that a special display of related items was 
within sight and easy reach of all customers coming 
into the store. This was especially helpful to cus- 
tomers making their first visit to the store in re- 
sponse to advertised specials. ) 

But of even greater importance was the fact that 
many of the people who bought the special also 
picked up something else on “impulse”—something 
that was strategically located near the specials ad- 
vertised. 

I noticed that the price on these “impulse items” 
was pretty much in line with my price for the same 
things. This made the whole operation clear to me: 
Advertise something at cost, or even a little under; 
bring more people into the store, and make in- 
creased sales at regular profit on “impulse items.” 

I realized that I couldn’t do as much as the big 
chain stores. It did seem to me, however, that I 
could apply the same principles to my hardware 
store that they did to the hardware departments in 
their chain units. The first question was: 

“What do people really want to buy right now?” 

Spring was approaching, so for a starter I de- 
cided to feature lawn seed. First, I arranged an 
attractive display of garden equipment and products 
at the front of the store so that everyone entering 
would have to pass it, no matter what he may have 
come in to buy or look at. The display included 

















fertilizer, weed killers, shears, gardening gloves and 
power mowers. In fact, just about everything per- 
taining to lawn and garden care. 

Then I had a big sign made and displayed in the 
back center of the layout advertising a well-known 
lawn seed at a price that was even somewhat below 
my cost. Customers rot only bought the lawn seed 
at the special price, but a number of other impulse 
items as well. I even sold one power mower and 
everything but the lawn seed was sold at my regular 
price to protect my profit. 

With this experiment as a basis, I then ran an 
ad in our local community newspaper, giving the spe- 
cial price on the lawn seed. I knew our regular 
customers pretty well by sight, so I wanted to deter- 
mine if the ad would bring any new people into 
the store. 

I kept track of them as best I could while the floor 
salesmen waited on them. At the end of a few days 
I found our business on lawn and garden items was 
greater than it had ever been for this time of the 
year. 

Another thing I did was to start getting up a 
mailing list of neighborhood people and sending 
them printed post cards announcing specials. I 
found this to be a cheap and profit-producing de- 
vice and have kept on using it. 

All of this happened quite a while ago. But I’m 
still operating on the same basis and find it quite 
profitable. In fact, I keep the things I learned at 
that time in mind all the time: 

In other words, I cannot buy in sufficient quan- 
tities to get chain store prices from manufacturers, 
but I can do most of the other things they do to 
attract business. Actually, I suppose I now operate 
my hardware store more or less like a one-man chain. 
And it really pays off. —End 
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Colored revolving planks show door hardware to best advantage. 


~ Salesmaker ideas... 


. If you would like to put new vigor into builders’ 
QiVEe he VV slant hardware sales, perhaps some fresh display ideas are 
the key. 
. “We found it to be so,’”’ says Chester M. Godyk, 
iO Staple ems Bair’s Hardware, Belmont, Calif. 
“We dressed up our merchandise and made custom- 
ers take notice of this key line. It isn’t difficult or 
, expensive to make displays of basic lines more attrac- 
tive and more salable;’” Mr. Godyk says. 

“We specialize mostly in builders’ hardware. 'Our 
aim is to provide a prestige atmosphere where con- 
tractors will bé proud to bring their cliénts.” 

Two basic display improvements serve to pinpoint 
this argument. 

At this northern California store, hinges, slot mail- 
boxes, knobs and handles are appealingly displayed 
behind the checkout counter. Each of the four sections 
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The color best suited for merchandise is painted on diamond-shaped panels. 


of perforated paneling which cover the rear-wall span 
is of a different hue, with four diamond designs in 
each panel. Impact was gained by painting the dia- 
mond shapes in colors contrasting the background of 
each panel. 

One of the sections is salmon, so the four diamonds 
on it were blocked out and painted blue. Brass and 
chrome knob and hinge hardware displayed against 
this arrangement gains added color appeal, thus draw- 
ing customers’ eyes. 

One of the most unusual displays in the store was 
designed and built by Mr. Godyk for front door locks 
and escutcheons. 

This fixture is made up of nine 1 x 8 in. planks, each 
painted in a different pastel shade. Locks and es- 
cutcheons representative of the various types the store 
carries are actually inserted into the panels and are 
displayed on both sides of the plank. Customers are 
shown these installations on both front and back, since 
each plank revolves on a pivot installed above and 
below. 

“This idea has saved us selling time in many in- 
stances,” Mr. Godyk points out. “Running around to 
get a selection of locks from their boxes in the stock 


room, only to have the customer ask if you have any 
other choices, has been virtually eliminated. This 
seven-ft-long display, with its five-ft-high planks is a 
broadside. It can’t be missed. What’s more, even if the 
customer has little imagination as to how to decorate 
his front door, we find this aid helps him make up 
his mind much quicker.” 

The fixture, built at a cost of about $90, has been 
a boon to closing sales of locks at Bair’s, and has also 
done wonders for sales of front door escutcheons, with 
two out of three customers purchasing these decora- 
tive accessories. However, this phase of the store’s 
business didn’t just come about by itself. 

“We have found,” says Mr. Godyk, “that it pays 
to point out to the customer that a good looking front 
door gives dominance to the rest of the house. Nearly 
everyone is looking for some way to be a bit individual- 
istic in his home.” 

While using locks installed in the panels to demon- 
strate how a lock is changed, Mr. Godyk never fails to 
mention that escutcheons will cover any holes from an 
old installation. 

“T suspect,” he concluded, “That this mention goes 
a long way in clinching escutcheon sales. —End 
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CREDIT?...key tool 


in modern retailing 


A dealer with a smaller store points out the need 


for credit to write up big size sales tickets. 


Who can deny that credit is a weapon? A weapon 
to fight many types of competition, especially dis- 
counters. 

“But credit is a tool for the big stores,” you say. 
“What of the smaller dealer?” 

Can a relatively small independent hardware store 
afford to handle credit accounts? 

“Yes!” claims Jim DeNault, owner of San Clemente 
(Calif.) Hardware. 

“In fact, if he wants to get a significant portion of 
those larger sales of power lawn mowers, power saws, 
quantities of paints, etc., the smaller dealer must de- 
velop a credit system tuned to the economic level of 
his customers. 

“This may mean that you’ll have to offer more than 
one type of credit,’”” Mr. DeNault says. 

San Clemente Hardware offers two classes of credit. 

The instalment plan is handled, generally, on a 
basis of one-third to one-half down, with the balance 
distributed over a three-month period. The revolving 
credit plan allows for a maximum purchase of $80 
worth of merchandise with payments distributed 
evenly over an eight month period. 

“Combined, the two credit plans are responsible for 
one-half of our annual gross sales,” Mr. DeNault says. 
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“After proving that the instalment plan was benefi- 
cial to us, we branched out to the revolving plan as 
well. The result of this has been a 20 percent increase 
in credit purchases which also represents a 10 percent 
increase in overall sales!” 

Problems? “Not particularly, although we realize 
our approach has been quite cautious and thoughtful. 

“We subscribe to a credit rating reporting service 
and obtain a credit report on each applicant we do not 
know. But, the report is not our only basis for evalu- 
ation. 

‘“‘We also take into consideration the appearance and 
personality of the applicant, the way he is dressed, 
the way he talks and handles himself generally. Al- 
though these are intangible aspects, and it would not 
pay at all to rely on them exclusively, they are espe- 
cially valuable in determining how much credit to ex- 
tend. 

“It is in the matter of how much credit to extend 
that the secret of a successful credit policy lays.” At 
least, it is as important as the decision of whom to 
give credit, Mr. DeNault says. 

“It is imperative, it seems to us, to both set a gen- 
eral limit and, based on particular circumstances, 
specific limits. The amount might be more or less. 





Jim DeNault's credit reminder is placed strategically for 
all to see. 


“A customer of long standing, well-known by us, 
might exceed the general limit and at the same time, 
possibly, be given longer terms. An applicant who was 
not too well known in the community or by us, but 
who showed a good credit report, might be given a ‘test 
run’ using the general limit. 

“Where there was any reserve held regarding an 
applicant, despite the overall appearance of being a 
good prospect, we would unobtrusively attempt to keep 
the credit limit considerably under the general limit 
of say, $80 for revolving and $100 for instalment 
accounts.” 

Using this technique of screening, San Clemente 
Hardware has had negligible losses—far less than 
one-half of 1 percent. 

Very little billing has been required on either plans. 
Carefully screened applicants have for the most part 
fulfilled their contracts by paying on or before pay- 
ments are due. When there is a default, a request for 
payment is not mailed until the day the following pay- 
ment is due. 

“It is important, of course, to keep credit custom- 
ers,” Mr. DeNault points out. 

“Writing a snappy letter a week after the payment 
is due is not the way to do it, either. 


What about credit. . . 

The 1960 NRHA annual statistical survey shows 
some interesting facts about credit. For example, 61 
percent of stores reporting offer instalment credit. 
Also, credit sales accounted for 40 percent of total 
volume in all NRHA stores last year. Some large 
chains and department stores have 70 percent or 
more of volume in credit. In fact, many of these 
larger stores ascribe more profit to income (service 
charges) from credit than they do to the sale of 
merchandise. Many department and variety store 
chains have recently inaugurated credit for the first 
time, such as J. C. Penney stores and the 445-store 
McCrory chain. 


“A properly screened credit customer can mean a 
continuing one. Repeat credit sales are best. 

“In virtually every case where one of our applicants 
has been late in making a payment there has been a 
justifiable reason. Do not, therefore, antagonize credit 
customers by prematurely sending out grave collec- 
tion letters. 

“If a polite letter requesting payment doesn’t pro- 
duce results, try a friendly phone call. Express a 
sincere interest in the customer’s welfare. The cus- 
tomer won’t object. In fact, he’ll be shouting praises 
in your behalf. 

“We are talking, of course, of rare cases. The more 
carefully you screen applicants, the less will be the 
related problems. 

“Credit can be healthy or hazardous. It depends on 
how well you plan and how conscientiously and intelli- 
gently you work the plan. 

“For us, obviously, it has been the only means by 
which we could capture a greater percentage of the 
consumer’s dollar. These are dollars that otherwise 
would have gone to larger hardware stores, chains and 
discount stores.” —End 
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TOOL RENTALS?... 


All-round 
WINNER 


The profit potential in tool rentals 
only begins with the rental itself. 


Many other facets contribute 


to your well being when 


you make the most of this basic 


and growing hardware service. 


Tool rentals? Aside from being basically sound, 
there’s a big competitive angle to consider if you’re 
on the fence about starting a rental section. 

You won’t, as a rule, find rentals offered in competi- 
tive stores such as big chains, variety houses, and the 
many types of discounters. Why? They aren’t equip- 
ped to maintain the merchandise, and are reluctant 
to get involved with the bare amount of record keeping 
needed. 

Rentals are a service, of course. But they represent 
a service that has profit possibilities from many angles. 
This has been the experience at Star Hardware, Hart- 
ford, Conn. 

“The benefits accrued from rentals are numerous,” 
Star’s management says. “Rentals are a tool to stimu- 
late sales and maintain good customer relations.” 

Star Hardware rents everything from tile cutters to 
lawn rollers. And the present setup is the result of 20 
years of experimenting with rentals. 
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HOW TO GET STARTED 
WITH RENTALS ... 


Hardware Age offers a 16-page Rental 
Guide which provides a complete outline 


of the operation of a profitable rental 
department. Subjects covered include: 


Selecting tools, setting fees, insurance, 
location, promotion, related selling, book- 
keeping, agreement forms, etc. 

Also explained are two aids developed 
by HA to help you with bookkeeping and 
tool handling: First, a Rental Record Form, 
81x11 in., which provides accurate rec- 
ords of all rental tools and tie-in sales, 
plus service instructions and costs, and 
rental dollar management. 

Second, a Rental Record Card, 3x5 in., 
which shows at a glance whether rental 
tool is in or out of store, names of cus- 
tomers, and return date. These cards fit 
small, standard index file boxes. 

16-page Rental Guide, 25¢. 

Rental Record, Form No. 11, 15 for 

$1, 35 for $2. 

Rental Record Card, Form No. 114A, 

30 for $1. 

When ordering HA aids, be sure to 
specify quantity and Form No. Send pay- 
ment with order. Make check or money 
order payable to HA Reader Service Dept. 
Mail to Hardware Age, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 











Emphasis on variety of offerings keeps the rental 
department active year-round, instead of only season- 
ally. Lawn and garden needs are strong in Spring. 
Items such as car-top carriers and sump pumps are 
strong in Summer. 

In the Fall and Winter, indoor home improvement 
items such as floor sanders and wallpaper steamers 
are in top demand. Both do-it-yourselfers and small 
contractors are regular customers. 

Both types of customers find it more feasible to rent 
seldom-used items than to buy them. They will search 





This flexible sign is Star's best advertisement. 


for the store that has a sign saying “rentals.” This 
means goodwill, a valuable asset in the discount age. 

Then, tie-ins enter the picture. For every rented 
item, there is a tie-in product, be it accessory, raw 
materials, or finish hardware. It is impossible to name 
a rental item that does not involve a tie-in from your 
shelves. 

Star Hardware rents on the basis of a 24 hour day 
rather than by the hour, which is true of some rental 
outlets. A rental record form, in triplicate, is written 
up right on the machine on the counter. 


When a customer signs for the rented article, he also 
acknowledges that Star Hardware is not responsible 
for any accident incurred while using it. 

One copy, retained in the machine, is kept as a per- 
manent record. The customer is given one copy while 
the third copy goes into the loose leaf rental book. 
Copies in the rental book make up an automatic inven- 
tory of what is out. 

Knowing what is out and what remains on hand is 
important. It is also important, Star Hardware has 

(Continued on page 49) 
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Bird feeding has become very popular in recent 
years, so much so that many dealers package their 
own teed for more profit. H. Lorleberg Co., Ocono- 
mowoc, Wisc., has found 5 /b and 10 /b bags sell 
best, and give employees a good spare time activity 
in filling bags. 


On the theory that tourists need directions, and 
that they can be good customers, Lendved Hard- 
ware and Felshow's Tea Room, Clintonville, Wisc.., 
joined efforts to post this permanent guide to 
tourists. 





This clever stock-display unit 
helped a Wisconsin dealer con- 
vert a basement area into selling 
space. Customers help themselves 
to dozens of types of handles that 
feed from slots, with screw-eye 
supports on ends. Stock counting 
can be done visually. In al!, more 
than 200 handles are shown here. 



































Even brooms are displayed overhead, at Million Article 
Hardware, Los Angeles, Calif. Nearly two dozen brooms 
are supported on revolving wire rack for easy access 
and comparison. 











"When you run out of prime dis- 
play area, take to the air," says 
management at Standard Brands 
Store, Anaheim, Calif. Big signs 
and merchandise samples, even 16 
ft ladders, are strung high for all 
to see. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 35, and mail 


Item I 
Blister-packed hanging aids 


Three different types of hanging 
aids are held on this display which 
stands 22% in. high. Included are 





the No. 32 metal mirror holder set, 
the No. 33 plastic mirror holder set, 
and the No. 34 braided No. 2 15-ft 
picture wire. Display can also be 
hung on perforated wall board. 
Moore Push-Pin Co., Dept. HA, 113 
Berkley St., Philadelphia 44, Pa. 


Item 2 
Chrome-plated fiour sifter 


Androck’s chrome - plated triple 
sifter, Model No. 353X, has three 
screens and a squeeze-type handle 
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trigger. It sifts flour on both 
squeeze and release action of trig- 
ger. Unit has steel wire screens, 
steel case and black enameled steel 
handle. Can also be used to mix dry 
ingredients. Shipped 12 per carton 
weighing 12 lb. Suggested retail 
price is $1.98. Androck, Dept. HA, 
28 Union St., Worcester 8, Mass. 


Item 3 
Square-shank screw drivers 


The T-7 assortment is a matched 
set of seven mechanic’s square- 
shank screw drivers. Drivers have 
hardwood walnut handles, designed 
flat on four sides and grooved on 
four sides, for slip-proof grip. 


Shanks are hardened and tempered 
tool steel, finished in black oxide to 
prevent rust. Shank lengths range 
from 21% to 10-in., diameters from 


1, to 5/16-in. Included in the set 
is a No. 1 recess point driver with 
a 3-in. shank. Nickel plated ferrules 
give drivers a finished look. Drivers 
also available separately. Great 
Neck Saw Mfrs., Dept. HA, Mine- 
ola, N. Y. 


Item 4 
Hose reel with hand truck 


This Handi-Truk hose reel offers 
the convenience of winding or un- 
winding hose without disconnecting 
hose from faucet. Unit is time sav- 





Here is a quick Check 
List of items described 
in the following pages 


ing, won’t kink, tangle or damage 
hose. Reel has capacity of 150-ft of 
14-in. hose. Reel can be removed to 
use truck for utility purposes. Unit 
is made of heavy gauge steel with 
rust resistant finish. O. Ames Co., 
Dept. HA, Parkersburg, W. Va. 


Item 5 
Power tool display unit 


Magna American has a new dis- 
play unit for its Shopsmith and 
Sawsmith power woodworking 








Quick Index to Buying Check List 





PAGE 

Blister packed hanging aids a 

] Chrome-plated flour sifter 30 
Square-shank screw drivers 30 
|] Hose reel with hand truck 30 
Power tool display unit .. 31 
Folding shelf brackets | 31 
Large-size spray de-icer 31 

| Blades-bits merchandisers | 32 
| Fuse sockets for motor safety 32 

| Deluxe 9-in. radial saw 32 

| 2-position pruning shears 32 
New cabinet hardware design ae 

_] Improved marine rope line 33 
'] Plastic-coated lawn fence 33 
| Decorative globe lights 33 
“| Durable clear varnish 33 
| Waterproof clear tape 33 
| Miniature soldering irons 33 
[] 32-0z. liquid drain cleaner 34 
| Liquid cement display rack 34 
"] Versatile cylindrical locks 34 
] Green paint for game tables 34 
| Multi-purpose strap clamp 34 
] Mahogany room dividers 34 
| Household radiation kit 4\ 
[] Device to add tree branches 4| 
Napkin rack-letter holder 4! 

] Light bulb handy-pack carton .. 4| 
| Portable baseboard heater 4\ 


Wax-sponge combination packs ... 42 


[] Fallout shelter generator . 
[] Zipper lubricant in tubes 
Miniature indoor greenhouses 
All-purpose chain sow .. 
Display for bathroom items . 
Marine boarding ladders 
Lightweight outboard motor 
Shallow well pump 

Mosaic tile display rack 
Half-moon rosette mount 
Plastic screw anchors 
Folding flower bed border 
Embossed decorative board 
Revolving color wheel 
Economy cabinet hardware 
Tractor gear shift accessory 
Aluminum ratchet wrenches 
Low-priced electric heaters 
3-pe. electric lighter set .. 
Lightweight aluminum levels 
Decorator place mat line 


Shelf-extender for sponges 


goooooooOoOoOoOoOODOOO0O00000 


Lightweight lopping shear 


NEW EQUIPMENT FOR STORE 


Paint colorant dispenser 
New paint blending device 
[] Modern display fixture 


[] Wood-like store gondola 


[] Lawn mower sharpener 





tools. Unit has a sturdy cabinet 
base, provides area for displaying 
jointer, bandsaw, jigsaw, belt sand- 
er and compressor/sprayer. Dis- 
play is free with order for four or 
more Magna Line tools. Magna 
American Corp., Dept. HA, 800 
Evans St., Cincinnati 4, Ohio. 


ltem 6 
Folding shelf brackets 


Standard-Keil’s removable fold- 
ing brackets, Model No. 4270, can be 
used for shelves, tables, seats and 
counters. One pair will support 200 
lb on an 18-in. wide shelf. Catches 
work easily and quickly, and brack- 
ets can be removed for storage pur- 
poses. Brackets are individually 
boxed with screws and instructions. 
Suggested retail prices are $4.98 in 
satin brass and $6.98 in polished 











chrome. Standard - Keil Hardware 
Mfg. Co., Dept. HA, 2581 Atlantic 
Ave., Brooklyn, N. Y. 


Item 7 

Large-size spray de-icer 
Empire’s de-icer is now available 

in a 14-oz push-button can. Fast- 

acting spray melts ice and snow, 
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prevents fogging and re-freezing of 
auto windows. Also useful on locks, 
door jambs, etc. Will not harm car 
finish, chrome or weather-stripping. 
Retails for $1.19. Empire Brushes, 
Dept. HA, 200 William St., Port 
Chester, N. Y. 


Item 8 
Blades-bits merchandisers 


Stanley’s series of Uni-Racks 
offer balanced assortments of basic 
saw blades and drill bits. Displays 
are designed for self-service, im- 
pulse sales, easier stock control. As- 
sortments include: No. 484 with 10 
each of 20 different reciprocating 
saw blades; No. H482 with three 
each of 21 router bits; No. H486 
with one each of 21 router bits; No. 
H481 with 61 saber saw blades; No. 
H485 with 100 saber saw blades; 
No. H487 with 16 blades and 4 
abrasive wheels for portable cir- 
cular saws. Stanley Power Tools 
Div., The Stanley Works, Dept. HA, 
480 Myrtle St., New Britain, Conn. 


Item 9? 
Fuse sockets for motor safety 


This Bell receptacle has a Motor- 
Guard fuse socket to protect power 
equipment motors. Residential uses 
include protection of oil burner, air 
conditioner, and freezer motors. 
Unit has fuse holder plate with 
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hinged window fuse cover. Plates 
are available in four types: handy 
box, switch box, 4-in. square box 
and 4-in. octagonal box. Comes in 
fuse outlet alone, fuse outlet and 





single pole switch, or fuse outlet 
and grounding-type receptacle. Bell 
Electric Co., Dept. HA, 5735 S. 
Claremont Ave., Chicago, Ill. 


Item 10 
Deluxe 9-in. radial saw 


This Delta Super 900, 9-in. radial 
saw, is designed for both home and 
commercial use. Features up-front 
controls for greater safety and con- 
venience. Motor has_ outboard 
threaded shaft to permit use of 
right-hand drill bits and routers. 
Unit also has built-in brake. En- 


larged solid table board provides 
full support for work. Saw has max- 
imum cutting depth of 214-in.; 15- 
in. cross cut capacity with 1-in. 
stock; 24-in. rip capacity. Converts 
for dadoing, molding, tenoning, 


drilling, shaping, sanding and other 
woodworking operations. Suggested 
retail price is $249. Rockwell Mfg. 
Co., Power Tool Div., Dept. HA, 
400 N. Lexington Ave., Pittsburgh 
8, Pa. 


Item IT 
2-position pruning shears 

Wiss’ Model No. 708 pruning 
shears feature a 2-position latch 
giving full blade opening or half 
opening for quick pruning of lighter 


woe 
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branches. Shears have vinyl grips 
with horn on lower handle to keep 
hand from sliding forward. Retail 
price is $3.25. J. Wiss & Sons Co., 
Dept. HA, 11-45 Littleton Ave., 
Newark 7, N. J. 


Item 12 
New cabinet hardware design 


Amerock’s Colonial design cabi- 
net hardware retains the heart pat- 
tern and hammered edges but adds 
a modern satin finish that blends 
well with up-to-date kitchen appli- 
ances. The pattern is available in 
Antique Copper and Antique Eng- 
i sh finishes. Items in the line in- 
ude a pull, knob, H hinges and HL 
hinges for flush and *%-in. offset 
doors, and a semi-concealed hinge 
for %4-in. inset doors. All come in 
Amerock’s Clear-Vue Pack for 
counter or wallboard display, and 
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in the Builder Envelope Pack for 
large quantity users. Two different 
displays are available. Amerock 
Corp., Dept. HA, 4000 Auburn St., 
Rockford, Ill. 


Item 13 
Improved marine rope line 


Wall has increased the strength 
of its Synflex Dacron marine rope 
by about 20 percent with use of 
an improved Dacron fiber. Stronger 
fiber will permit use of lighter 
weight ropes. Rope is resistant to 
rot, mildew, acids, abrasion, light, 
heat and stretching. Wall Rope 
Works, Inc., Dept. HA, 48 South 
St., New York 5, N.Y. 


Item 14 
Plastic-coated lawn fence 


Sterling Tot - and - Lot plastic- 
coated lawn fence is designed to 
fence a smooth, safe play area for 


youngsters, but can be used for a 
number of other purposes. Comes 
in 36 or 48-in heights, 50-ft per 
roll. Mesh is 2 x 2%-in., crimped 
for stretching. Available in white 
and forest green. Northwestern 
Steel & Wire Co., Dept. HA, Ster- 
ling, Ill. 


Item 15 
Decorative globe lights 


This Globelite incandescent light 
bulb is 5 in. in diameter, gives the 
appearance of a lighting fixture. 
Can be installed in flush ceiling 


sockets, antique gas light fixtures 
and in contemporary fixtures. 
Comes in glare-free Tru-White, 
candelite, and bug repellent yellow. 
Duro-Lite Lamps, Inc., Dept. HA, 
2321 Hudson Blvd., North Bergen, 
NN 2. 


Item 16 
Durable clear varnish 


Indoor and outdoor woods and 
metals can be given a tough, long 
lasting finish with this polyure- 
thane varnish that absorbs de- 
structive ultra-violet rays. Astro- 
Var can be used on cabinets, bars, 
boat decks, outdoor furniture, gym 
floors, exterior siding, etc. Can be 
applied by brush, spray or roller 
and dries in 45 minutes, can be 


walked on in less than 2% hours. 
Does not alter natural color or 
grain of woods. Comes in gallons, 
quarts, pints, half-pints and 16-0z 
spray cans. Martin-Senour Co., 
Dept. HA, 2500 S. Senour Ave., 
Chicago, Ill. 


Item 17 


Waterproof clear tape 

Mystik clear plastic tape is water- 
proof, won’t tear or discolor. Can 
be used to repair rainwear, shower 
curtains, beach toys, auto seat cov- 
ers, or for sealing packages. Comes 
in individual dispenser mounted on 
merchandising card. Available in 


3, and 1%-in. widths retailing at 
29¢ and 59¢. Mystik Adhesive 
Products, Inc., Dept. HA, 2635 N. 
Kildare Ave., Chicago 39, Ill. 


Item 18 
Miniature soldering irons 
Hexacon’s miniature soldering 
irons are handy for working on 
assemblies with little space to work 
and on small parts. Unit is 5% in. 
long, uses tips of 1/32, 1/16 and %- 
in. diameters. Operates on 12 watts, 
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produces 700 degrees in less than 
three minutes. Available with 3- 
wire grounded plug. Hexacon Elec- 
tric Co., Dept. HA, 161 W. Clay 
Ave., Roselle Park, N. J. 


Item 19 
32-0z. liquid drain cleaner 

Rooto Super Liquid Drain Cleaner 
is made from a potassium hydrox- 
ide base which will dissolve grease 
quickly and efficiently without crys- 








tallization. Requires no mixing. 
Comes in a handy 32 fluid ounce 
plastic bottle. Rooto Corp., Dept. 
HA, 17319 Wyoming Ave., Detroit 
21, Mich. 


Item 20 
Liquid cement display pack 


This display-dispensing pack for 
Ambroid Liquid Cement provides 
self-service yet keeps pilferage 
losses to a minimum. Carton top 
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folds to form display that identifies 
type of cement and its use. Display 
cartons are also available for Am- 
broid’s Extra Fast cement. New 


lithographing is being used on pint, 
quart and gallon sizes of liquid ce- 
ment. Ambroid Co., Dept. HA, 787 
Washington St., Weymouth, Mass. 


Item 21 
Versatile cylindrical locks 


This Duralock cylindrical lockset 
is designed to meet decorative and 
durability requirements in homes, 
schools and commercial buildings. 
Lock is made of zinc-plated steel, 
has reinforced knob and heavy bull- 
nose bolt. It’s available in five or 
six pin tumbler cylinder styles. Fin- 
ishes include polished brass, satin 
bronze, satin black, polished chrome, 


satin chrome and satin anodized 
aluminum, Dexter Lock Div., Dex- 
ter Industries, Inc., Dept. HA, 2601 
Madison Ave., Grand Rapids 2, 
Mich. 


Item 22 

Green paint for game tables 
Cabot’s Ping Pong green paint 

for game tables, electric train ta- 

bles, etc., comes in a 6-pack counter 

display. Paint is flat, easy on eyes, 
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keeps reflection to a minimum. 
Carton contains 6 pints and 6 
quarts. Samuel Cabot, Inc., Dept. 
HA, 246 Summer St., Boston 10, 
Mass. 


Item 23 
Multi-purpose strap clamp 


This Lock Seal multi - purpose 
strap-type clamp has a vibration 
proof lock that gives a positive seal 


on hose or plastic pipe connections. 
Five sizes are available for hose or 
pipe with 1 to 714-in. outer diame- 
ter. Clamps are shipped flat, come 
in electro plated steel or Series 18-8 
all stainless steel. Murray Co., Dept. 
HA, Towson, 4, Md. 


x 


Item 24 
Mahogany room dividers 
This Kennavider Philippine ma- 
hogany room divider is designed to: 
close large room openings. Comes 
in 6-ft 8-in., and 8-ft heights in 
(Continued on page 41) 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


B Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


B You must keep posted on these new ideas if you want to 
profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 


Postcard Service. 


keep your store 


Circle the numbers on the card below that correspond 
with the nurnbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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WILL MAKE SALES 


e near cash register 

@ in sporting-goods department WHY STOCK TWO 
e in impulse-buying spot WHEN ONE 
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| SPORTSMAN 


2 with colorful display 


« Tremendous impulse-seller 
— brilliantly colored face plate 
atiracts sportsmen/hobbyists. 


e Suggested retail just 98¢ each... sure-fire 
Christmas-gift item. 


¢e High-quality 6’ tape rule — smaller than most 
cigarette lighters. 


¢ 14" blade with big, easy-reading markings, 
Lufkin’s White Clad® finish. 


¢ Blade rolls out easily, slides back smoothly. 


¢ FREE counter-display package included. 


Retail price 12 rules....... $11.76 
Total dealer price 


Your profit 


CALL YOUR LUFKIN WHOLESALER 
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Here is the inventory sheet you helped to design 


Inventory counting simplified 


with these new sheets 
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Order additional copies from HARDWARE AGE, Chestnut & 5éth Sts., Philadelphia 39, Pa. 
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We asked hardware dealers what they wanted 
in an inventory counting and record form. Their 
answers are incorporated in the new HARDWARE 
AGE Inventory Record forms. 


Thousands of dealers have used HA Inventory 
Records in the past, because they are practical 
and easy to use. The revised forms will make 
your inventory taking even easier. 


Inventory sheets come in two styles—white and 
yellow. Both types are ruled to permit use of 
typewriter (double-spaced) without adjusting 
machine. All sheets are punched for loose-leaf 
binders. 


White sheets (illustrated above), Form CC402, 
have 25 listing lines on each side, on good bond 
paper. Prices, postpaid, are: $1.35 per 100 sheets 


Sample of white inventory sheet. 


up to 500 sheets. Over 500 sheets, $1.10 per 100 
sheets. Overall size of sheets: 914 x 113, in. 


Yellow sheets, Form CC401, have 36 listing 
lines on each side on high quality yellow paper. 
Listings include: article name, unit, cost price, 
unit, cost extension, percent discount or deprecia- 
tion, amount of loss taken. Prices, postpaid, are: 
$1.75 per 100 sheets up to 500 sheets; over 500 
sheets, $1.50 per 100 sheets. Overall size of 
sheets: 10 x 1514 in. 


Make your inventory taking easier this year 
by ordering a supply of these new forms now. 
Please send check with order to HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39. Make 
check payable to HA Reader Service Dept. Spec- 
ify color or Form Number. 
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(Continued from page 34) 
standard panel widths. Packaged 
with heavy-duty 4-wheel hangers 
and all necessary hardware from 
Kennatrack’s custom series 1300 
line. Hinges are already assembled 
and mortised. Sold in packaged 


q 


multiples of two, in traditional flush 
or combined louver and raised-panel 
styles. Kennatrack Corp., Dept. 
HA, E. Jackson Blvd., Elkhart, Ind. 


Item 25 
Household radiation kit 

The Family Radiation Measure- 
ment Kit contains a ratemeter and 
a dosimeter which are about the 
size of a fountain pen, and a small 
battery-powered charging unit. The 
ratemeter measures radiation in- 


tensity, the dosimeter records the 
build-up of accumulated radiation. 
The charger is used to reset both 
instruments for reuse. Instructions 
for using each instrument, which 
meet with Office of Civil and De- 
fense Mobilization § specifications, 
are printed on each unit. Suggested 


< Want more facts? Circle 108, p. 35 


retail price of the kit is $24.95. 
Cincinnati Div., Bendix Corp., Dept. 
HA, 3130 Wasson Rd., Cincinnati 
8, Ohio. 


Item 26 
Device to add tree branches 
Ad-A-Branch 2-section hinge 
vises can be used to add branches 
to sparse areas on Christmas trees. 
Device inserts into trunk at any 
angle, and branch is clamped in 
place by tightening wing nut. Ad- 


eRFECT Christmas ree? 
%& 
AD-A-BRANCH 


Wail @ J 
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A-Branch units come in pairs, 
mounted on display cards. Sug- 
gested retail price is 49¢. Shelby 
Metal Products Co., Dept. HA, 
Shelby, Ohio. 


Item 27 
Napkin rack-letter holder 


This rectangular Napkin/Desk 
Caddy, Model No. 804-B, holds a 
standard pack of napkins and 


doubles as a letter holder. Rack is 
44 x 2% x 6-in., finished in Lustre- 
Bright brass plated wire with em- 
bossed floral centerpiece. Packed 
two dozen per carton weighing 7- 
lb. Suggested retail price is 59¢. 
Artistic Wire Products Co., Dept. 
HA, Norwich Ave., Taftville, Conn. 


Item 28 
Light bulb handy-pack carten 

A new handy-pack carrying car- 
ton for light bulbs also doubles as 
a convenient home _storage-dis- 
penser unit. Containing eight bulbs 
ranging from 60 through 100 watts, 
the carton serves as a colorful, com- 


pact, attention-compelling reminder 
to shoppers to stock up on bulbs. 
Sylvania Electric Products, Inc., 
Dept. HA, 60 Boston St., Salem, 
Mass. 


Item 29 
Portable baseboard heater 


This Equator portable electric 
baseboard heater can be used near 
windows, doors and passageways 


for more efficient heating. Unit is 
26 in. long, produces radiant heat 
on 1000 watts. Has heavy-duty 
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coils, safety tip-over switch, 7-ft 
cord. It’s UL approved and carries 
a l-year guarantee. Unit weighs 
6-lb, retails for $16.95. Titan Sales 
Corp., Dept. HA, 701 Seneca St., 
Buffalo 10, N. Y. 


Item 30 

Wax-sponge combination packs 
These Vinylwax Sta-Soft packs 

feature a free polyurethane sponge 

that won’t harden. Specially printed 

plastic bags are used to package 


wax and sponge. Packs have sug- 
gested retail price of 59¢ with pint- 
size Vinylwax, 98¢ with quart size, 
and $1.79 with the half-gallon size. 
Simoniz Co., Dept. HA, 2100 Indi- 
ana Ave., Chicago 16, Ill. 


Item 31. 
Fallout shelter generator 


This Universalite generator is 
designed to provide power for light- 
ing, ventilation, radio, hot plate and 
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refrigerator in a family fallout 
shelter. Unit is powered by liquid 
petroleum (LP), produces 115 volts 
AC, and has a 12-volt DC battery 
for lights and ventilator power. 
Unit does not have to be operated 
continuously for power. Wincharg- 
er Corp., Dept. HA, 7th & Division 
Sts., Sioux City, lowa. 


Item 32 

Zipper lubricant in tubes 
New-Way zipper lubricant is a 

fine dry white powder lubricant 

that protects zippers, eliminates 


sticking and gives longer wear. It’s 
stainless, odorless, greaseless, will 
not damage or harm any fabric. 
Comes in a carded %-oz plastic 


es 
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tube. Lubricant can also be used on 
sticking doors, windows, drawers, 
locks, hinges and other household 
items. New Home Sewing Machine 
Co., Dept. HA, 1659 Eleventh St., 
Santa Monica, Calif. 


Item 33 
Miniature indoor greenhouse 


This Merrygro Greenhouse pro- 
vides controlled conditions for start- 
ing seeds, cuttings and bulbs.. Unit 
is 14 x 6 in., fits on window sill. 
After sprouting in planting tray, 
seeds are placed in saucer until 
ready for outdoor transplanting. 
Unit is made of durable plastic, 
with movable dividers allowing for 


4, 8, 16 and 24 sections. Suggested 
retail price is $4.98. Extra planting 
tray and saucer sets are $1.98. 
Whitney Seed Co., Dept. HA, 599 
Perry St., Buffalo 10, N. Y. 


Item 34 
All-purpose chain saw 

Clinton’s Chief chain saw is built 
for all-purpose cutting. It has a di- 
rect drive with a rotary-roller 
clutch, weighs 2214 lb, and is 
powered by an engine with an in- 
dustry rating of 6 hp. Unit can be 
equipped with 14, 16, 20 and 26-in. 
stellite-tipped, induction-hardened 
guide bars and 16, 20, and 26-in. 
ball bearing roller tip. Clinton En- 
gines Corp., Dept. HA, Maquoketa, 
lowa. 


Item 35 
Display for bathroom items 


This bathroom accessories count- 
er display, No. BR-1, shows nearly 
all of Leigh’s new line of products. 
White wood frame projects 2% in. 


battvoom) 
pc essinies 


in front and back to protect items. 
Projecting foot holds display up- 
right, has rubber feet to protect 
counter tops. Mounting panel is fin- 





ished in dark blue, light blue and 
white. Leigh Building Products, 
Div. of Air Control Products, Dept. 
HA, Coopersville, Mich. 


Item 36 
Marine boarding ladders 

This lightweight Flip Flop fold- 
ing marine boarding ladder has 
hooks designed to fit over most 
gunwales. Ladder is made of sturdy 
aluminum tubing and is light 
enough to float. Heavy vinyl-cov- 
ered hooks and rubber end caps 
protect boat surfaces. Wood steps 
are treated to resist rot, mildew 
and weathering. Flip Flop ladders 


are priced at $6.95 for two steps 
and $9.95 with three steps. Two, 
three and four-step models in the 
Metal Lite and Gold-A-Lite Series 
are also available. Howard B. Rich, 
Inc., Dept. HA, Sixth St., Carroll- 
ton, Ky. 


Item 37 
Lightweight outboard motor 
Designed for the fisherman or as 


an auxiliary motor, the Pathfinder | 
400 is a new 4 H. P. outboard | 
weighing 29 pounds. Engine ecar- | 


tims 
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| STAR 
DISPLAY 





This colorful, 8”x 18” metal 
display holds 80 popular 
Star blades —standard flex- 
ible back and “Moly” high 
speed in 10” and 12” sizes. 
Space for prices, too! Use 
as counter display, wall 
mount or pegboard. It’s 
absolutely FREE! 








——EEE= 


It’s perfect for today’s self-service hardware merchandising, helps 
keep stock cleaner, more orderly, and more attractive. Display holds 
40 standard and 40 “Moly” High Speed Hand Blades. 


Order your free display today. Just fill out the coupon below and 
mail. Be sure to list your wholesaler. 


CLEMSON STAR 


Clemson Bros., Inc., Middletown, N. Y. 
Metal Cutting Products 
Hand Hack Saw Blades « Hack Saw Frames « Power Hack Saw Blades 
Band Saw Blades + Hole Saws « Files - Clemson Hand Mowers 


CLEMSON STAR, Clemson Bros., Inc., Middletown, N. Y. 


[] Please send me the Star #120 display free. 
[] Also have my wholesaler contact me about a supply of blades for the display. 


Name Store 





Address 





My wholesaler is 





Address 





Want more facts? Circle 109, p. 35 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


ries a 5.1 cubic in. displacement. 
The high tension magneto assembly 
is moisture-proof enclosed. All sub- 
mersible parts are die-cast, salt- 
resistant aluminum. Engine is 
priced under $100. The Eska Co.., 


Inc., Dept. HA, 100 W. Second St., 
Dubuque, Iowa. 


item 38 
Shallow well pump 


The new Bullet shallow wel! 
pump provides greater capacities at 
higher pressures due to enlarged 
impeller incorporating four volute 
design. Self-priming characteris- 
tics have been improved by reposi- 
tioning the suction tapping. The 
pump is made in ‘3, % and %-hp, 


using Nema standard motors with 
shaft extension or close coupled 
threaded shaft motors. Flint and 
Walling Mfg. Co., Inc., Dept. HA. 
Kendallville, Ind. 


Item 39 
Mosaic tile display rack 


The Four Seasons mosaic tile dis- 
play rack occupies 24 x 17-in. of 
floor space. The unit features 14 
fixture hooks with individually bub- 
ble packed cards containing tile, an 
ample amount of grout and cement. 
Retail prices range from 69¢ to 99¢. 
Also has six fixture hooks contain- 
ing anodized aluminum bases which 
retail from 39¢ up. Bases are packed 
in poly bags. A multi-colored card 


44 e HARDWARE AGE, November 30, 1961 


holds extra quantities of grout and 
cement. Four Seasons, Dept. HA, 
1336 W. Fullerton, Chicago, IIl. 


Item 40 
Half-moon rosette mount 

This Kwikset trim rosette mount 
will fit a 2% or 5-in. backset. Can 
be used on double entry doors and 


Re OW! Bow Onn ORD 


Kwiksets Trio Rosette 


may be added to existing doors. 
Finished in black and white, it 
measures 17144 x 6% x 1%-in. Re- 
tail price is $4.70. Display mount 
is free when ordered with lockset 
and trim installed. Kwikset Div., 
American Hardware Corp., Dept. 
HA, 516 E. Santa Ana St., Ana- 
heim, Calif. 


Item 41 
Plastic screw anchors 


Arro has added three sizes of 
plastic screw anchors to its line of 
fasteners. Plastic anchors are made 


of durable butyrate, and are de- 
signed for light fastening jobs. 
Three sizes available are for 4-6, 
8-10 and 12-14 size screws. Comes 
in standard boxes, and in reusable 
transparent plastic kits. Arro Ex- 
pansion Bolt Co., Dept. HA, Marion, 
Ohio. 


Item 42 
Folding flower bed border 


Dalton’s Folding Fence flower 
bed border, Model No. 10-S, can be 
used along walks, driveways, patios. 
Stands 18 in. high, extends 10 ft, 
has white enameled metal cutouts 
and frames. Three styles are avail- 
able: square random-colored metal 
panels, decorative cutouts, and or- 
namental rod design. Comes pack- 


aged in a sturdy paper sleeve. Dal- 
ton Mfg. Co., Dept. HA, 30 S. Cen- 
tral Ave., St. Louis 5, Mo. 


Item 43 
Embossed decorative board 


Swirlboard, a new decorative 
hardboard simulating swirling 
smoke or clouds, can be lacquered, 
rag painted or brush painted. Pan- 
els have many uses, including room 





dividers, headboards for beds, stair 
enclosures, sliding doors, cabinets, 
displays, wardrobes, folding screens 


and dropped ceilings. Hardboard 
Fabricators Corp., Dept. HA, 49 
Empire St., Newark 5, N. J. 


Item 44 
Revolving color wheels 


This revolving color wheel, Model 
No. 169, features steel and plastic 
construction with sturdy plastic 
base. Multi-color wheel has lock 
tilting adjustment and _ long-life 


synchronous motor with positive 
gear drive. Also has 6-ft lead cord 
and plug. Retail price is $11, with- 
out lamp. Noma Lites, Inc., Dept. 
HA, 55 W. 13th St., New York 11, 
hs ee 


Item 45 
Economy cabinet hardware 


Washington’s 900 line of cabinet 
hardware is economy priced, and 
emphasizes compactness in appear- 
ance. Line consists of four knobs 
and two pulls. Knobs come in con- 
vex or bevel edge design; pulls are 
V or S-shape. Items are in poly 
bags for display, or come in bulk 


packs of 100. Three display boards 
are available. Washington Steel 
Products, Inc., Dept. HA, 1940 E. 
11th St., Tacoma 2, Wash. 


Item 46 
Tractor gear shift accessory 


Panzer has a simple accessory 
which permits conversion of hand- 
controlled tractor gear shift to one 
that is foot-controlled. It’s called 
the Foot Pedal Kit, Model No. 
TA26. Unit can be quickly installed 
on all recent Panzer models, leaves 
hands free for steering or opera- 
tion of attachments. Panzer Prod- 
ucts, Inc., Div. of Virginia Metal- 
crafters, Inc., Dept. HA, Waynes- 
boro, Va. 


Item 47 
Aluminum ratchet wrenches 


Proto has a line of lightweight 
aluminum ratchet wrenches de- 
signed for use on jobs where heavy 
tools become tiring. Tools are non- 
corrosive and non-sparking. Line 
includes: %4-in. square drive ratchet 
1934-in. long and weighing 3% lb, 
with 1600 lb/ft rating; and a 1-in. 
square drive ratchet 25'%-in. long 





with CHROMALOX 
ELECTRIC HEAT 


plug-in thermwire 
bands, cable, tape 
sell fast at a profit! 


. 


Fast heat, efficient heat—that’s what you 
give customers when you sell Chromalox 
electric bands, cables and tape for heating 
roofs, gutters, downspouts, pipes, valves 
and soil beds. 

Dependable Thermwire heating elements 
stop ice and snow-freeze-ups all around the 
home and farm. They’re ideal for keeping 
flowers and vegetables from freezing — or 
for maturing them early. 

With Chromalox electric bands, cable 
and tape, there’s no costly, involved instal- 
lation either. Just plug into an outlet. That’s 
all. Stock and sell CHROMALOX for new 
“plus” business. ———-—+ 
WRITE FOR Bulletin M60100 on more =P. 


. 
profitable sales of easy-to-install thermwire | he) 4 
or call on your Chromalox Distributor. 


- . 


CHROMALOX 


ELECTRIC HEAT 


EDWIN L. WIEGAND COMPANY 
7598 THOMAS BOULEVARD » PITTSBURGH 8, PA. 


Want more facts? Circle 110, p. 35 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


weighing 7% lb, rated for 3000 lb 
ft. Proto Tool Co., Dept. HA, 2209 
Santa Fe Ave., Los Angeles 54, 
Calif. 


Item 48 
Low-priced electric heaters 

Two new heaters, one a 1320- 
watt model and the other 1600- 
watts, are being offered by Liberty 
wholesalers to retail for as low as 
$13.33. Both come in charcoal and 





oyster white with gold finished 
trim, reflective panels and safety 
screen. Units have two-directional 
heat plus a silent, powerful fan, and 
automatic shut-off control. Liberty 
Distributors, Dept. HA, 4300 N. 
5th St., Philadelphia 40, Pa. 


Item 49 
3-pe. electric lighter set 


This 3-pe Heatflo electric lighter 
Gift-Pak contains a hibachi lighter, 
barbeque lighter and a fireplace log 


Racity pp 
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lighter. Each is equipped with a 
6-ft cord and plug, hardwood han- 
dies, steel standards and custom 
shaped metal-sheathed elements. 
Colorful display carton illustrates 
use of the lighters. Retails for 
$9.95. Edwin L. Wiegand Co., Dept. 
HA, 7500 Thomas Blvd., Pittsburgh 
8, Pa. 


Item 50 
Lightweight aluminum levels 


Columbian’s Challenge line of 
lightweight aluminum levels come 
in 18, 24 and 28 in. lengths. Levels 
have 1 x 2%%-in. die-cast aluminum 
frames and are finished in blue with 
bright machined edges. Top edge 
is ruled in %-in. divisions. Vials are 


f0Lk 


J0LJ 


metallic sealed, protected on both 
sides with heavy glass lenses and 
plastic rings. Levels are individual- 
ly packed. Columbian Vise & Mfg. 
Co., Dept. HA, 9021 Bessemer Ave., 
Cleveland 4, Ohio. 


Item 51 
Decorator place mat line 


Columbus Coated Fabrics’ Col-O- 
Foam line of place mats is styled in 
five patterns with a range of 12 col- 
ors. Mats are made of vinyl and 
have a soft polyfoam backing. An 
additional clear covering provides 
extra long life. Mats carry sug- 
gested retail price of 39¢ each. Se- 


lection may be by dozens in various 
colors and patterns from the 6-doz. 
master carton. Columbus Cvated 
Fabrics Co., Dept. HA, 7th at Grant 
Aves., Columbus 16, Ohio. 


Item 52 
Shelf extender for sponges 


This space saving shelf extender 
comes packed with every 3-doz or- 
der of Magla’s Plastic Wool 


sponges. Unit measures 17% in. 
wide by 6% in. high by 7 in. deep. 
Fits all standard shelves. Magla 
Products, Dept. HA, 412 Halsey St., 
Newark, N. J. 


Item 53 

Lightweight lopping shear 
Here’s a _ lightweight lopping 

shear for the ladies and for general 

light pruning around the house. 

Shear has polished metal handles 

with molded plastic grips, cutlery 
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steel blade hardened and ground to 
a keen edge. Anvil type action pro- 
vides easy, slicing cut. No. 1159 
Lopper retails for $5.95. Seymour 
Smith & Son., Inc., Dept. HA, Oak- 
ville, Conn. 





BUYING CHECK LIST 


Cost Saving Equipment For Store And Warehouse 


Keep posted on this new cost saving equipment for store 
and warehouse. For more details circle number, p. 35 


Item 54 
Paint colorant dispenser 

This Moor-O-Matic 300 color dis- 
pensing machine is to supplement 
Moore’s larger dispenser. Unit is 
8 in. high and 24 in. in diameter. 
Counter display comes with unit, 
shows more than 300 color varia- 
tions through color chips on mov- 


able wings. Other merchandising 
features include vinyl-bound color 
chip book and decorator book of 
162 best-selling color swatches. 
Benjamin Moore & Co., Dept. HA, 
548 Fifth Ave., New York 36, N. Y. 


Item 55 
New paint blending device 


Red Devil Tools’ horizontal can 
clamping device for the No. 30 
Paint Conditioner produces perfect 
blending and speeds up mixing 2- 


i1@ 


oe 
i 


to-4 times. It can be installed quick- 
ly with an ordinary wrench with 
the modernization kit that sells for 
$37.50. The clamp holds paint cans 
in horizontal position creating a 
new pattern of turbulence within 
the can. With the clamp, one-gal- 
lon, two quarts, or three pint cans 
can be held without adapters. Red 
Devil Tools, Dept. HA, Union, N 


Item 56 
Modern display fixture 

The new FW35P Gondola Dis- 
player provides display space on the 
base, on two shelves and on a 16-in. 
dual pegpanel top. Optional peg- 
panel dividers and a wide variety 
of available hooks simplify mer- 


chandising the displayer. The unit 
shown is 3 x 5-ft and costs $143.15. 
Three other sizes are available in- 
cluding a 4 x 8-ft, 4 x 5-ft and a 
3 x 8&-ft model. W. C. Heller & 
Co., Dept. HA, Montpelier, Ohio. 


Item 57 
Wood-like store gondola 


Viny! lamination on metal gives 
this gondola the appearance and 
feel of a wood fixture. Comes in 


two finishes, walnut and blond. 
Vinyl film will not scratch, chip, 
crack, or peel. Resistant to acids, 
alcohols, petroleum, and industrial 


liquids. Thin-profile shelves are 
sturdy yet lightweight. Gondola 
adaptable to overhead merchandise 
displays. Available in % and 1% 
in. tag molding. M & D Store Fiz- 
tures, Inc., Dept. HA, City of In- 
dustry, Calif. 


Item 58 
Lawn mower sharpener 


Here’s a lawn mower sharpener 
that grinds both reel and bed knife 
of any reel-type mower while the 
mower remains fully assembled and 
in upright position. An attachment 
is available for grinding~ rotary 
mower blades. Sharpener has a 
combination grinding head and a 
%-hp electric motor with double 
end shaft. A 6-in. emery wheel 
grinds the reel blades. A 2'%-in. 
emery wheel, mounted on the sec- 
ond shaft, grinds bed knife. Both 


wheels are always in place, ready 
for instant use. Unit is quickly 
turned from one grinding position 
to another. Foley Mfg. Co., Dept. 
HA, 3300 N. E. 5th St., Minne- 
apolis 18, Minn. 
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EXCLUSIVE BRIGGS & STRATTON 
“EASY-SPIN” STARTING SYSTEM! 


Cuts starting effort in half — and it’s yours 
on all current Briggs & Stratton engine models at 
no added cost! Improves safety too; lessens chances 
of accidentally tipping powered equipment when 
starting. ““Easy-Spin Starting” is completely new 
... patented .. . exclusive. 

The secret: a unique cam designed to hold the 
intake valve open only 1/100th of an inch for a 
fraction of a second during the compression stroke. 
This tiny opening — precisely controlled — is just 
enough to bleed-off compression and cut the re- 
quired effort 50% at starting speed. Yet, at run- 
ning speeds, the engine develops full rated power. 

There’s nothing to get out of order — nothing 


to adjust. “Easy-Spin” is foolproof and tamperproof. 
A system even amateur mechanics can’t “throw out 
of kilter.”’ 

Try it yourself to appreciate the improvement. 
See if you don’t agree it’s a “natural” for clinching 
power-equipment sales! Look for the “Easy-Spin”’ 
label on all new equipment powered by Briggs & 
Stratton engines; every current model has it. 


A les Be. 
BRIGGS & STRATTON 


wae, ® 
most respected ! name in power... 


BRIGGS & STRATTON CORP. MILWAUKEE 1, WISCONSIN 


Want more facts? Circle 111, p. 35 
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“KOOL-BORE” 


- another engine 
exclusive from 
Briggs & Stratton 


Chrome-plated, aluminum-alloy 
piston . . . high silicon-copper 
aluminum alloy cylinder. “Kool- 
Bore” type engines from Briggs 
& Stratton are stronger —tough- 
er — cooler running — use less 
oil—need less service, and last 
longer! 11 million ‘“Kool-Bore” 
engines have achieved an un- 
matched record of performance. 
And “Kool-Bore” is an exclu- 
sive Briggs & Stratton design. 


“sales power extras”- 
look for many of 
them on your equip- 
ment powered by 
Briggs & Stratton... 


¢ “Oil Foam No-Spill” patented 
sealed polyurethane sponge 
air cleaner 


Gum-resistant, rustproof, 
epoxy sealed gas tank 


Efficient, full-power 
carburetion 


Reliable, sure-fire ignition 
Vented crankcase protection 


Wear-saving positive 
lubrication 


Want more facts? Circle 111, p. 35 





Tool rentals? All-round winner 


discovered, that there be sufficient 
back-up units on hand. 

There is nothing worse for cus- 
tomer relations than to have some- 
one come in who is half way 
through a project with an inopera- 
tive rental tool, and not be able to 
supply him with an immediate ,re- 
placement. Along these lines, Star 
Hardware sublets rental items to 
other hardware stores, at a modest 
profit, of course. 

The greatest headache for any 
rental activity is, of course, main- 
tenance. 

Star Hardware solved this prob- 
lem by setting up its own repair 
shop, manned by a competent em- 
ployee. Work beyond his capacity 
is sent to the factory. 


Know-how stops damages 


One ounce of preventive mainte- 
nance used by Star is to make sure 
that the customer knows how to 
operate the piece of equipment he 
is renting. Experience has proven 
that a good deal of damage is often 
caused by misunderstanding or lack 
of knowledge on the customer’s 
part. 

Having been in the rental busi- 
ness for a long time Star Hardware 
is now able to judge quite well 
what the write-off period should be 
for any tool or piece of equipment. 

This may run to five years for a 
floor polisher, or down to a matter 
of months for some electric hand 
tools. 

Staying with the changing mar- 
ket is also a necessity. With plumb- 
ing items, there was once a heavy 
demand for vises and pipe cutters. 
Now that copper tubing is in more 
general use, Star carries torches, 
special hand tools, and tube cutters. 

Sales-wise, there are the items 
which tie in profitable extras. 

The customer who buys a bag of 
fertilizer might rather pay for 
rental rather than outright pur- 
chase of a spreader. He’ll search 
for a store that rents tools. Then 
there is grass seed, and the roller. 

Also, when renting, the customer 
makes two trips through the store 
to complete a transaction. He is ex- 
posed both times to impulse items, 
attractively displayed. 

Another category of rental items 


(Continued from page 27) 


is the “service” group. Star first 
became involved with items such as 
water pumps when it offered to re- 
pair them. Now the firm rents 
sump pumps, submersible pumps, 
and gasoline driven contractor’s 
pumps. 

Star also rents sewer snakes 
from 6 ft in length to 100 ft, for 
cleaning out clogged drains. In 
most instances, Star is called on to 
supply these items to meet an 
emergency. 

This dealer’s immediate response 
not only means a return on the use 
of the equipment, it also means 
that he is building a_ service 
“image” in the role of a_ bene- 
factor. 

Consistent advertising is con- 
sidered a necessity for any rental 
activity according to Charles Gellin, 
Star’s co-owner. 

Customers are apt to ignore a 
rental service until they need it. 
Then they look around to see who 
is in the business. 

For this reason, Star buys two 
listings in the phone directory, un- 
der “Hardware and Rentals.” It 
also has a standing weekly ad in 
the local newspaper and occasion- 
ally uses envelope stuffers. 

While the rental department at 
Star Hardware is not considered a 
majority factor in the business, it 
is definitely an asset. 

In view of the associated sales it 
generates and the good will it 
brings with service items, it is 
considered essential. End 
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"l won't sign for the delivery till 
you take it off the boss’ toot’ 
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Need elevator? 


Build your own 


A dealer with a four-floor 
stock handling problem uses 
ingenuity and store labor 


to hold down building costs. 


If you need an elevator to handle goods on more than 
one floor, don’t dismiss the idea as too costly or to 
difficult to handle. 

A New Jersey dealer found that he could circumvent 
his lack of space problems and use store labor to hold 
down building costs. In brief, this dealer found that 
he could shuttle merchandise to all four floors for less 
than the cost of a new car. 

When Lakewood (N. J.) Hardware was modernizing 
its four floors, the problem of handling incoming goods, 
and routing them to all floors seemed insurmountable. 
It seemed there was no room to solve the problem. 

The architect came up with a design for a smal! 
automatic elevator that: 

Takes only 5 sq ft. 

Can carry a 1000 lb load all the way up. 

Cost well under $3000. 

This lift was built of materials costing around 
$1700. Snaft erection and other building costs were 
held down through use of store personnel. Total out- 
lay: About $2500. 

A 3 hp motor powers the elevator, and can be ad- 
justed for speed and load. 

Virtually no sales space was lost in the center-of-the 
store construction, as the elevator doors are sheathed 
in perforated paneling to hold displays. 

These doors have no knobs or latches. Only keys 
can open them, so there is no safety problem. 

If there is profit in faster handling of merchandise, 
less breakage, and more economical use of employees, 
then Lakewood Hardware is well ahead of the game. 
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Partner Rosenkranz transports a load. Elevator door is 
a key-lock display panel. 





On another floor, the elevator door closes into a com- 
pact display of drapery hardware and bathroom fittings. 





New strapping cord speeds | 
handling bulky articles | 
Central Hardware in St. Louis, 
Mo., uses a new rayon cord in the 


Look’a here... 
your customers willl 


These Anchor Brand Display Assortments 





Heavy, bulky items such as lumber 
are tied quickly, easily and safely 
with new rayon cord. 


distribution of lumber and other 
merchandise to its stores. 

The company said its satisfaction 
with Avistrap is based on the safety 
and speed with which large, bulky, 
heavy items can be strapped. 

Central Hardware pointed out 
another particular advantage of 
Avistrap. When a _ shipment of 
lumber or other merchandise has 
been received in a branch store, the 
strapping can be cut quickly and 
easily with a penknife or scissors. 
As disposable as twine, the rayon 
strapping also is no foot hazard if 
left on the floor. 

The cord’s soft edge and no-snap 
qualities provide another safety 
factor for shipping room employees. 
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‘| think you ve sold him 


are designed to sell on sight 


Display Box No. 5310 > 

Contains 24 Aluminum Tite-Line 
Clothesline Holders, screws in- 
cluded, to sell at 20 cents each. 


4@ Display Box No. 593012 
Contains 12 pairs, Safety Hooks and Eyes 
carded, packed with display card, to sell for 
35 cents a pair. 


Display Box No. 20 > 
Contains 24 No. 5345 Safety 
Latches, 6” complete with 
Staples, to sell at 34 cents 
each. 


Packaged to appeal — these ANCHOR 
BRAND assortments make the purchase 
of convenience hardware easy. Brightly- 
colored counter display boxes illustrate the 
application of products, “sell” the house- 
holder. Concentrate on these “show-offs” 
to increase impulse buying. 

Ease of installation of the Tite-Line 
Clothesline Holder, its no-tie feature, are 
seen at a glance. 


NORTH 


The security of closure of the Safety 
Hook and Eye is apparent on the packaging, 
a card carrying a pair. 

The protection of the Safety Latch is 
illustrated and explained clearly on the 
display carton. 

Check with your jobber today for a 
supply of these Anchor Brand display- 
boxed products. Put them to work building 
extra sales and profits. 


JUDD 


Manufacturing Company 


New Britain 


New York ¢ Boston « 
Rochester (N.Y.) ° 
Dallas ° 


Philadelphia « 
Pittsburgh 
Los Angeles ° 


Atlanta 
Detroit 
San Francisco 


Connecticut 


¢ Jackson (Miss.) °¢ 
e Chicago °* 
° Seattle ° 


West Palm Beach (Fia.) 
Minneapolis ¢ St. Louis 
Montreal a London 


Want more facts? Circle 112, p. 35 
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How rentals 


boost mower sales 


Sales of mowers, tillers and other outdoor items 


profit greatly from dealer’s rental program. 


A tightly managed rental ser- 
vice has been valuable to G & W 
Hardware in a number of ways, 
but especially in lawn and garden 
lines. 

This Lees Summit, Mo., dealer, 
Harry Grigsby, attributes about 
half of his power mower sales to 
previous rentals. 

Mr. Grigsby also credits rentals 
with boosting his store traffic by 
some 20 percent. 

This dealer sold 50 quality mow- 
ers and garden tractors last sea- 
son, plus tillers and other big 
items, and rentals played a key 
role in this business. 

Rental prices for key lawn care 
products are: 


Item Hourly rate 
Garden tiller $1.50, up. 
Power mower $1.00, up. 
Roller or spreader $1.00 per day. 


Posthole digger 50¢. 


Naturally, such rentals produce 
many tie-in sales of seeds, feeds, 
and garden tools. But, besides be- 
ing profitable of themselves, these 
rentals often lead to sales of 
equipment of the type on loan. 

Behind rentals, dealer Grigsby 
offers other services to boost lawn 
and garden volume. Power mow- 
ers and similar items are taken in 
trade on new equipment. 

A sharpening service for tools 
and saws produces new traffic. 

Mr. Grigsby does most of his 
own service work on rental equip- 
ment such as mowers. This keeps 
down overhead; gives longer life 
to rental items. 

Power mowers that are traded- 
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Harry Grigsby (kneeling) shows a rental customer how to use and care for a 


tiller. 


in are thoroughly reconditioned 
and sold at good prices. 
Customers who rent items for 
lawn care are fully briefed on the 
do’s and don’ts in the use of such 


items. This builds a close rela- 
tionship with the trade, and en- 
sures more productive use of items 
rented. Also, it extends the life 
of rented merchandise.—End 








Store wall makes ideal billboard. 


Use that outside wall 
for free billboard ad 


You may be overlooking a natu- 
ral and cheap ad opportunity that’s 
right under your nose. 

If your hardware store has an 
exposed outside wall, on a corner 
lot especially, and you’re just letting 
it display its brick, wood or con- 
crete facing, put it to work! 

Paint a big sign there to call at- 
tention to your business. 

The manager of Hern Hardware, 
Goshen, Ind., decided his store was 
missing a good bet by not using the 
wall, facing a gasoline station, as 
a potent ad medium. He corrected 
that omission promptly by having a 
big but simple sign reading “‘Hern 
Hardware,’’ painted across the 
bricks. 

Gas customers filling up at the 
service station couldn’t help but see 
the sign. Traffic has improved con- 
siderably since the manager had it 
painted, he reports. 








HARDWARE HUMOR 


HARDWARE 


"He must be busy, this usually drives 
him crazy.” 


SPARK 


CHRISTMAS 


SALES 


WITH THE 
NEW DELTA 


Gtarfire 


Gifts FOR SPORTSMEN 
16 beautiful electric lanterns, 
from $1.79. 


| Gifts FOR YOUNGSTERS 


more than 3 dozen smartly 
styled bike lites and horns, 
from 95e«. 


FOR BOAT OWNERS 


quality marine lites and horns 
priced to sell, from 98c. 


Write for Literature 


Why 
Lose Sales? 


Order a dozen or more 
Deitas for fast Christmas 
selling 


Want more facts? 


THE LITE 
EVERYONE WANTS! 





és 2% 


| _. 2S 
ae a | 


A 
silk 
Pet gece” c 7 4 4 v 
cael 


le, 


LESS 
BATTERY 

America’s most wanted lite! Brilliant red 
flashing light on top for car emergencies. 
Nite-splitting spot beam for around the 
house, hunting and fishing. Handy rotary 
switch lets you “dial” the lite you need— 
spotlite, flashing red lite, or both together. 
Tripod legs permit level positioning on 
rough surfaces. Hang it or set it on the han- 
dle and point the spot beam where you 
need it. See the Starfire at your Dealer's! 


Point the spot 
beam where you 
need it. 


Piercing spot 
lite. Brilliant 
flashing red lite. 


Hang it any- 
place. 


For 50 years Delta has been the leading manufacturer 
of quality electric lanterns. Select your next lantern 
from the many models made by De'ita. 


Write for free Fisherman's Calendar. 


Delta vigeni:titian 


DELTA ELECTRIC COMPANY 
207 W. 33rd Street, Marion, Indiana 


Circle 123, p. 35 
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For complete-line GARDEN TOOLS 


MERCHANDISE THIS NEW LEADER 
to “rake in the profits!"" Ames A-26 
Deluxe Lawn Rake is the finest, 

best looking made. Consumer Vat 
merchandising card attached. LEZ 


26 tempered tines for a 
P = 
ee 


wider, cleaner sweep. 
Socket, retainer bar 


a 
SS 
and coil chrome plated. SS 


Hard, smooth Burntcote 


i. handle. 
_. 


No. 803 
STEEL-LITE SHOVEL 


O. AMES CO. i ok 


Parkersburg, W. Va a se 
HS-10 


All shipments from one DELUXE HEDGE SHEAR 


place, at one time! 


Want more facts? Circle 117, p. 35 


service sales. 
Tongs in many _ sizes, 
styles. 
Jar Wrenches. 
Roast Rack. Skewers in 
all sizes. 
Plate Hangers. 
Bake Rack. Broom Clips. 
Food Mixers. 
Many other gadgets. 


Kenberry GADGETS 


ARE PROFITABLE 


Sell Fast, Use 
Little Space 
4 Color Cerds 


Display as a family of 
gadgets in one place on 
peg boards or counter 
bins for 


fastest  self- 
Serving 


Slicers. 
Deluxe 


Cheese 
Lacing Pins. 
Potato 
Beaters. 
IRON HOLDER 


JOHN CLARK BROWN '«< 


Ask your jobber ONE MONTGOMERY ST. y; 
or write for list BELLEVILLE 9 NU. AG €/TY GADGETS 


Want more facts? Circle 114, p. 35 


More than 50 
Kenberry GADGETS 








Want more facts? Circle 118, p. 35 
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DESIGNED TO CARRY PROBLEM LIQUIDS 


in Industries, Hospitals, Gasoline Stations, Garages, Boats, Camps, Fallout Shelters, etc. 


NEW (coplerene & ran 


PATENT PENDING 


Equipped with cap, J & i RY J U C e — 
pouring spout with ee. 


cap (measuring cup); pouring vent (5 & 21/2 gal. sizes). 


SUGGESTED RETAIL PRICES: 
(capacity $949 = 12 units per corton— 
1 Gal. 5 ats.) 2 shipping weight 15 Ibs. 
(capacity $949 6 units per carton— 
22 Gal. 11 ats.) 3 shipping weight 14 Ibs. 
(capacity $Z00 6 units per carton— 
5 Gal. 22 ats.) 6 shipping weight 21 Ibs. 
Also available in 2 Gal. size 


Your net price includes delivery on minimum 


by contract 
orders of 150 Ibs. assorted. - ¥ } 


Order today or get additional information from exclusive manufacturer in U.S. 


DILLON-BECK MANUFACTURING CO. 


1227 CENTRAL AVE., HILLSIDE, N. J. 
Want more facts? Circle 115, p. 35 








DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 30 





























Your Favorite 
Fix-it Line !€ 


MATCHWOOD 
RUST DISSOLVER 
E-POX-E FILLER 


Order from your jobber or write 

















THE WOODHILL CHEMICAL CORPORATION 


Originators and World's Largest Manufacturers of Plastic Metals’ 


1390 East 34th Street Cleveland 14, Ohio 
Want more facts? Circle 116, p. 35 





Convention Calendar 


a 





conventions shows conferences 


THis 





LONG-LASTING. FLEXIBLE 


Convention Check List Rebtcnadeel 


HiGH-DoEnNsSITyY 


For complete details about the conventions and shows listed below, see the TENIUTIE 
alphabetical listing starting on p. 164, Nov. 2 issue. The next 


| 


complete listing wil! be in Dec. 14 issue POLYETHYLENE 


an Eastman plastic 








TENITE Polyethylene is the brand name of a high-quality 
January 4-7 Ohio Hardware Assn., Conver , EASTMAN CHEMICAL PRODUCTS, WC 
7-9 Fetterman Hardware Co. An tion & Mid-America Hardware aha nh lpn ~ ta 
nual Spring & Garden Show Show, Cleveland. 
Washington, D. C. -7 Supple-Biddle-Steltz Co., Mer 
7-9 Weed & Co.. Annual Deale: chandise Fair, Philadelphia. 
Trade Show. Buffalo. N. Y. Canadian Hardware Show of 
14 Budrow & Co., Annual Dealer Canadian Retail Hardware 
Show, Los Angeles, Calif. Assn. Toronto, Canada. 
14-16 Pennsylvania & Atlantic Sec Connecticut Hardware Assn. 
board Hardware Assn., Philo Bridgeport. | 
delphia. -12 Arkansas Retail Hardwore 
14-16 Wisconsin Reta Hardware Assn. Little Rock. | 
Assn., Stevens Point. : Tri-State Hardware & Imple 
14-19 Independent Housewares Exhibit ment Assn., Amarillo Texas. 
Chicago. -13 Kentucky Retail Hardware 
15-19 National Housewares Exhibit Assn. Convention, Louisville. 
Chicago. -13 Western States Hardware 
16-17 Hardware Supply, Inc., Annual! Housewares, Paint & bata 
Dealer Show, Detroit, Mich. Supply Show of ray wily Re- 
21-22 Louisiana - Mississippi Reto tai ldardware Assn., San Fran 
Hardware Assn., Baton Rouae cisco. 
La -14 lowa Retail Hardware Assn. 
21-23 Ace Hardware Corp., Annuo Des Moines. 
Convention & Exhibit. Chicaa - Our Cwn Hardware Co Spring 
21-23 Albany Hardware & Iron Cc Convention, Minneapolis. 3 
Dealer Show, Albany, N. Y. C. Y. Schelly & Bro., Inc., Spring 


21-23 Hibbard, Spencer, Bartlett & Merchandise Show, Allentown 
Co., Annual convention of True Pa. C 


Vaiue, Auburn, Associated and Billings Hardware Sport 


Buhl Sons Co. Dealers, Evans ing Goods, Lawn and Garden T0 M RE 

ton, Ill. Show, Billings, Mont. 

Pacific Northwest Hardware %& Lee Hardware Co. Spring Mar 

Implement Assn., Portland, Ore ket Shreveport Lo. ASTI D PF 
South Dakota Retail Hardware Illinois Retail Hardware Assn. 


Peoria. : , . ‘ 

alg ste gone aie Michiaan Retoi!l ~ Hordwore This label marks pipe that will give 
ba. tacian & Seamer tercher Assn., Lansing. | superior performance indoors or out— 
dise Show, Indianapolis. New York State Retail Hard made from specially formulated pipe- 
Mountain States Hardwore & ware Assn., Rochester. grade high-density Tenite Polyethylene 


Implement Assn., Denver, Colo. West Virginia Hardware Assn. supplied by Eastman, pioneer in plas- 
Piedmont Hardware Co., Gen Parkersburg. ti Hich-d 5] hv] 

lll Elie Ree Pie Bh Western Retail Implement & —s. cog ensity polyet far ee 
Denville. Vo. Hardware Assn., Kansas City with the “Tenite” label is 100% new, 
Oklahoma Hardwore & Imple Mo. } virgin polyethylene. It has superior 
ment Assn., Oklahoma City. Albany Hardware Co., Annuo resistance to virtually all types of de- 
Southwest Hardware & House Trade Show, Albany, Go. terioration, including heat distortion 
wares Show of Pacific Southwes! Hardware Assn. of the Caro- ole; her ] 
"neti amitige! neg ath age tog linas Hordwore & Housewores stress cracking, weathering, electro- 


S.. Federbush Co.. Anave! Spring Show & Convention, Charlotte lytic attack ...is undamaged by freez- 
Merchandise Fair, Lodi, N. J. N. C. ie aa ing...and has been approved by the 
Indiana Retail Hardware Assn. — sale na: sit National Sanitation Foundation for 
Indi lie. ssn. ontgomery. | , are ' 
pennanes. ae Man’ Guihend--Menieies. Deak carrying drinking water. Introducing 
id i ee ee ee See ora. Pan. Comettion & Mard customers to benefits of high-density 
Ac Nicilniat B Siecihien aot ware & Housewares Show, Bos polyethylene pipe marked with the 
Assn.. Dallas. ton, Mass. “Tenite” label can open the door tc 
Wisco Hardware Co., Annuo! West — Pye hs oo more sales. For free folder listing many 
*.° ae wares Ow of Facitic southwest or : : 
ee — & Sales epdisees: "Pidiin tsk: aan uses and giving helpful installation 
United Hardware Distributing Calif. det rprirlene -REBICSS, 
ge Rte este EF enone aa American Hardware Supply PRODUCTS, INC., subsidiary of Eastman 


ing & Merchandise Show, Minne- Co., Annual Stockholders’ Meet Kodak Company, KINGSPORT, TENN. 
apolis, Minn ing & Merchandise Fair, New 


Castle, Pa. HIGH-DENSITY 
February 


4-5 Nebraska Retail Hardware 

Assn., Lincoln. International Toy & Trade Fair, ® 
4-5 Tennessee Retail Hardware New York. 

Assn., Nashville. Georgia - Florida Hardware 
4-6 Virginia Retail Hardware Assn., Assn. Convention & Spring 

Norfolk. POLYETHYLENE 


Trade Show, Jacksonville, Fla. 
an Eastman plastic 
Went more facts? Circle 113, p. 35 
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How's the Hardware Business? 





Homeowners nearly double upkeep 
expenditures in 2nd quarter 


Homeowners and renters in the 
second quarter of 1961 spent more 
than $4.5 billion for additions, al- 
terations, maintenance, repairs and 
replacements on residential prop- 
erty. Added to the outlay in the 
year’s first quarter, total expendi- 
tures for home improvement and 
upkeep totaled nearly $7 billion in 
the first half. 

Although these figures from the 
Commerce Department indicate a 
sharp rise over expenditures of $2.3 
billion for the first quarter, roughly 
the same breakdown on how the 
money was spent applies for the 
second quarter both this year and 
in 1960: 41 percent for alterations 
and additions; 44 percent for main- 
tenance and repairs; 15 percent for 
replacements in 1961. 

Last year during the second 
quarter it went: 42, 42 and 16 per- 
cent respectively. 

More than a quarter of all money 
spent by owner-occupants of 1-to-4 
unit properties was for do-it-your- 
self projects. | 

Average expenditures for all 
property owners also climbed in the 
second quarter. 


Renters, as could be expected, 
spent the smallest amount on up- 
keep and improvement—$95 million 
—in the second quarter of 1961. 
For the same period last year they 
spent $130 million. 

Owner-occupants of 1-to-4 unit 
properties reporting expenditures 
averaged outlays of $131 apiece in 
the second quarter, up from $118 
during the first quarter of this 
year. 

Spending for new home construc- 
tion in the first half of 1961 totaled 
nearly $7.5 billion, while money 
spent on residential upkeep and im- 
provement for the same _ period 
came to a little more than $6.8 bil- 
lion. 

The chart on this page shows a 
breakdown of expenditures on all 
properties by owners and renters 
during the second quarter of 1961. 

A comparison of spending on a 
percentage basis by type of prop- 
erty between the second quarter 
of 1961 and the same 1960 quarter 
shows quite a shift. The Com- 
merce Department points out the 
survey may be subject to stresses 
in setting up a new report, and 


What homeowners spent in 2nd quarter for home upkeep 


SOURCE: U. S. Dept. of Commerce. 








Type of work 


Percent of total 
expenditures 


Value in millions 
of dollars 





Total Expenditures 


Additions and Alterations, total 





%,519 
1,822 


176 
1,181 
465 


2,000 


1,042 
120 
185 
133 
123 
388 

19 


697 
291 


164 
242 
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that the shift may be on account 
of errors in sampling. 

The comparison shows that in 
1960, second quarter, owner-occu- 
pants of single and 2-4 housing 
unit properties accounted for 79 
per cent of total expenditures. 
Other owners, including non-resi- 
dent owners of 1-4 housing units 
and all owners of 5 or more hous- 
ing units, accounted for 15 per 
cent of the total. 

For the second quarter of 1961, 
owner-occupants of single and 2-4 
housing unit properties accounted 
for 58 per cent of total expendi- 
tures while the other type of own- 
ers accounted for 40 per cent of 
the market. 


Rockwell changes policy on 
Delta tool distribution 


Rockwell Manufacturing Co., 
Pittsburgh, has made a major 
change in its distribution policy for 
Delta woodworking power tools. 

The change: Direct distribution 
of the product line to retail outlets 
on a selective basis. 

Lines affected: The entire line of 
15 stationary and bench-type Delta 
woodworking tools for light com- 
mercial and industrial use, and for 
home workshops. The line was dis- 
tributed through wholesale chan- 
nels. 

Lines not affected: New Com- 
pactool line of table-top power 
tools. Compactool line to be dis- 
tributed at the wholesale level. 

Dealer aids: Delta’s “Plan to 
Profit” includes national advertis- 
ing, seasonal promotions, direct 
selling guidance and assistance, 
demonstrations, sales training, co- 
operative advertising, display plan- 
ning, direct mail, product literature 
and a customized selling plan for 
each dealer. 

Reason for change: Announced 
by E. L. Tabat, marketing vice- 
president for Rockwell’s power tool 
division: 

“The warehouse salesman simply 
has too many items in his product 
portfolio to devote the substantial 
time necessary to do an adequate 
selling job for this type of power 
tool. We believe that the market 
can best be reached through our 
own factory representatives dealing 
on a continuous basis with selected 
retailers.” 


Want more facts? Circle 119, p. 35 > 


















































\ 12 PROFIT MAKERS 


using Du Pont ZyrEL Nylon 


resin 


~ TOM 








HERE’S HOW 


DU PONT ZYTEL NYLON 


IN HARDWARE 
INCREASES CUSTOMER SATISFACTION 
... AND YOUR PROFITS 


Du Pont ZYTEL® nylon resin is an exciting new engineering material. 
Hardware manufacturers are using it to improve old products and make 
possible new ones. Locksets that need no lubrication—drills that are 
really safe . . . without grounding—soft hammer faces that are chip- 
proof and long-wearing. You can merchandise these benefits to your 
customers . . . and increase your sales. age 

When you sell builder’s hardware, lawn and garden equipment, plumb- 
ing fixtures, sporting goods or electrical products using Du Pont ZYTEL 
nylon, you are assured of high-quality products that will give your cus- 
tomers years of service. These satisfied customers return again and 
again to buy other quality products. 

Here, on this page and on the next two pages, are some of the newest 
hardware products using Du Pont ZYTEL nylon resins. For more infor- 
mation on these products use the coupon at the end of this listing. 


Ye” POWER DRILL protects against electrical CARPET PROTECTORS support furniture on thin 
shock because of its housing of ZYTEL. No three- ‘‘icicles’’ of ZYTEL without crushing carpets. 
prong plug or third-wire grounding needed. (Mil- Available in a variety of styles and colors. (United 
lers Falis Co., Greenfield, Mass.) States Caster Cup Corp., Kansas City, Mo.) 





BLOCKS of ZYTEL don’t need oiling, operate 
smoothly, weigh less than conventional models, 
yet withstand rough handling. (Boston & Lock- 
port Block Co., Inc., East Boston, Mass.) 


Bee, 5. 
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LOCKSET with parts of ZYTEL provides a lifetime 
of smooth, quiet operation without lubrication. 
New design simplifies installation. (Lockwood 
Hardware Mfg. Co., Fitchburg, Mass.) 


HAMMER FACES of ‘‘soft-face’’ hammer are 
spark-proof, chip-proof, long-wearing. They 
demonstrate the extreme toughness of ZYTEL. 
(Lixie Products Co., Providence, R. |.) 


FISH SCALER made of ZYTEL, used in electric- 
drill chuck, resists wear, is easily cleaned, will 
not corrode. (Jaco Manufacturing Corporation, 
Cleveland, Ohio.) 


HOSE COUPLINGS outwear metal fittings four to 
one. ZYTEL won’t corrode and resists wear when 
dragged over concrete or rocks. (W. D. Allen 
Manufacturing Co., Bellwood, Illinois.) 


EGG BEATER operates smoothly without oiling. 
Blades, gears and bearings of ZYTEL are unaf- 
fected by household detergents and extremely 
hot water.(The Maynard Mfg. Co., Glendale, Calif.) 


“LIQUID LIFTER’ pumps up to 6 gpm, powered 
by a 4” drill. Used to pump oil, gas or water, the 
pump has a tough housing of ZYTEL that won't 
corrode. (Huber Industries, Cincinnati, Ohio.) 


‘“WATERTIMER” shuts off sprinkler water at 
desired time. Body of ZYTELis strong and tough, 
resists corrosion and mineral build up. (Buckner 
Sales Co., Fresno, California.) 





es 


be ALA hag SS ail 
CLEANOUT PLUGS for sewer lines are easy to 
remove because they won't corrode. Made of 
Du Pont ZYTEL, they are unaffected by com- 
mon solvents, alkalies and dilute acids. (A. H. 
Voss Co., Los Angeles, California.) 


POLYCHEMICALS DEPARTMENT 


1 T RIFLE STOCK of Du Pont ZYTEL has a built-in 
finish that doesn’t require maintenance. The 


stock is extremely strong, light in weight and 
durable under all field conditions. (Remington 
BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY Arms Company, Inc., Bridgeport, Conn.) 


$.U.s. Pat. OFF 


E. |. du Pont de Nemours & Co. (Inc.), Dept. HA-1130 
Room 2507Z, Nemours Building, Wilmington 98, Delaware 
Please send more information on the products checked: 


"} Power Drill | | Lockset |] Fish Scaler 

|} Carpet Protectors '}] Beater |] Water Timer 
[| Blocks (| Hammer [} Cleanout Plugs 
[| Hose Coupler [|] Pump [] Rifle 


Name 
Company 
Address 
City 














Allied offers circular 
for Christmas promotion 


Wholesalers affiliated with Al- 
lied Hardware Services, Inc., Chi- 
cago, are offering their dealers an 
8-page Happy Holiday’ Festival 


HARRY +t ae 

















siti hee ee promotions. 

The mailer is a tabloid printed 
in four colors. It contains 51 items, 
covering gift merchandise that will 
appeal to all members of the fam- 
ily. Four coupon specials are in- 
cluded. Also featured are Allied’s 
private label power tools and Lady 
Petite appliances, in addition to 
national brand items. 


Hibbard plans promotions 
to match discount houses 
Hibbard, Spencer, Bartlett & 


Co., wholesaler in Evanston, IIl., 
is preparing three promotions for 


True Value dealers during the first 
half of 1962 to meet discount house 
competition. 

The program will begin with a 


Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 








Big Niner winter clearance sale. 
This will be followed in late March 
by a 32-page Spring True Value 
Home & Garden Book (shown), 
printed in color. An 8-page roto- 
gravure tabloid circular will be 
available in late April or early May 
to tie-in with National Retail 
Hardware Week. 

A display kit will be furnished 
to support the spring mailers, in- 
cluding point-of-sale talking tags, 
window streamers, over-the-wire 
pennants and newspaper ad mat 
service. 

Shown below isthe 12-page mail- 
er which True Value dealers used 


nanpwant Spor Yeltecy woust wants | 








eer aoe Sale 








in fall promotions. It featured a 
new automobile awarded as a prize 
for consumers. Customers were re- 
quired to deposit the entry blank 
at a True Value store to be eligible 
for the drawing. 


V & S Christmas mailer 
features credit, layaway 


V & S dealers are using a 48- 
page Christmas Toy & Gift Catalog 
prepared by Cotter & Co., dealer- 
owned Chicago wholesaler. 

The catalog stresses to the con- 
sumer the convenience of using 
credit and layaway plans. The mail- 
er has 24 pages of toys, and 24 
pages of gift items including ap- 
pliances, housewares, portable tools 
and fancy gift merchandise. Spe- 
cial toy pages include 73 toys and 


SWANSON 
@F HARDWARE 


805 DELTA AVE 


PHONE GA 3-03") 





games at 77¢ and $1.77. The gift 
section features high-fashion gift- 
wares and special-purchase appli- 
ances. 

A special 24-page gift catalog is 
also being offered for use by deal- 
ers not carrying toys. 


Promotions-— 
Manufacturers’ New 


Promotion Plans 








Dealer tie-in ad starts 
1962 Lawn-Boy campaign 


A dealer tie-in newspaper ad later 
this year will be used to promote 
Lawn-Boy outdoor power equip- 
ment. This will kick-off the 1962 
ad campaign by OMC Engines & 
Equipment Div., Outboard Marine 
Corp., Waukegan, Ill. — - 

Ads will be built around the new 
Lawn-Boy grass catcher mower. 
The 1962 campaign will include 
local newspaper and national con- 
sumer magazine ads, local radio 
and television spots. 


Murray’s 2 December ads 
keyed to holiday buying 

Murray Ohio Mfg. Co., Nash- 
ville, will have two December ads 
aimed at holiday season shoppers. 
The ads feature Murray’s lines of 
wheel goods for children. 

A two-page, two-color ad in Par- 
ents’ magazine will feature seven 
lines of wheel toys. A four-color, 
full-page ad in Boy’s Life, a Boy 
Scout publication, will feature the 
Murray bicycle line. 
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Read it in HARDWARE 
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News About Dealers: Former Clerk Buys 
Employer’s Store; Ohioans Add 5th Store 





Cincinnati, Ohio — James 
and Milton Hader have ad- 
ded a fifth outlet for Hader 
Hardware Co. with purchase 
of Carlson Hardware & Ap- 
pliance. The acquisition is 
in the Tri-County Shopping 
Center. 


Niles, Mich. — Reynold’s 
Hardware has been renamed 
Don’s Hardware after its re- 
cent purchase by Donald R. 
Burge from Warren C. Rey- 
nolds. Burge has been em- 
ployed at the store for the 
past 15 years. 


Monroe, Wash. Mr. and 
Mrs. Cal Prentice recently 
held an open house after 
purchasing Byron Hardware, 
Monroe, Wash. The store 
has been renamed Cal’s 
Hardware. 


Charleston, S. C. — Port 
City Hardware Co. No. 2 
recently held its grand open- 
ing. Owners are J. C. Dan- 
dridge and Ralph R. Fitts. 


Ottawa, Kans. — Willard 
Lister of Lister Hardware 
has purchased the Pettit Tin 
Shop from Mills Pettit. 





MARVIN 8S. BANDOLI 


Tools Institute Elects 
M. S. Bandoli President 


Marvin S. Bandoli was 
elected president of the Serv- 
ice Tools Institute at its an- 
nual meeting in Chicago last 
month. 

Mr. Bandoli, senior vice- 
president for marketing, Pen- 
dleton Tool Industries, Inc., 
Portland, Ore., has served 
S.T.I. as vice-president for 
the past two years. 

R. D. Sulentic, Waterloo 
Valve Spring Compressor 
Co. president, was elected 
vice-president. 

Newly-elected executive 
committee members are 
Bruce Foxhall, Utica Drop 
Forge & Tool Co.; Norman 
Ellison, Moore Drop Forging 
Co.; Harry Silverstein, Vaco 
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Products Co.; and C. William 
Schlosser, S/K Lectrolite 
Tools. 


Kelsey-Hayes Co. Buys 
Herbrand Tool Division 


The Herbrand Tool Divi- 
sion of Bingham-Herbrand 
Corp., Fremont, Ohio, has 
been purchased by the Utica 
Division of Kelsey-Hayes Co., 
Utica, N. Y. 

The acquisition will enable 
the Utica Tool Division to 
offer its customers a larger, 
more complete range of first 
quality hand tools. No 
changes in the Herbrand or 
Utica channels of distribu- 
tion are anticipated at this 
time. 


du Pont Names Hobaugh 
To Newly-Created Post 


Edwin B. Hobaugh has 
been named to the newly- 
created position of product 
manager, lawn and garden 
chemicals, Industrial and Bio- 
chemicals Dept., E. I. du Pont 
de Nemours and Co., Wil- 
mington, Del. 

A du Pont employee since 
1941, Mr. Hobaugh has been 
sales control manager for 
agricultural and garden prod- 
ucts for the past seven years. 


30, 1961 


Have You Seen Strange 
Boy in Your Store? 


Have you seen a stranger 
around your gun section, a 
boy 15 years old, 5 feet 9 
inches tall, weighing 135 
pounds, with braces on his 
lower teeth? 

If you have he may be 
Bruce Crawford who disap- 
peared from the home of his 


parents in Avon Lake, Ohio, 
several months ago. You 
should notify your local po- 
lice or state highway patrol. 

There has been no clue as 
to how or why the boy dis- 
appeared. The parents point 
out the boy likes guns, and 
think this might turn up a 
lead. So, they are appealing 
to all stores handling guns to 
be on the lookout for the boy. 





Beck & Gregg’s Oldest Employee Retires; 
Woman’s 55-Year Service Record is Tops 


Bertha McDerment retired 
Nov. 1 from Beck & Gregg 
Hardware Co., Atlanta 
wholesaler, holding the com- 
pany’s longest service record. 
She had been with the firm 
55 years. 

During these 55 years, 
Miss McDerment served as 
secretary to three company 
presidents, Lewis H. Beck, 
William A. Parker, Sr., and 
William A. Parker. She also 
assisted four heads of the 
company’s credit department, 
and has assisted three gener- 


Beck & Gregg's oldest employee 
right: William A. Parker, Jr., vice 


ations of one family — Wil- 
liam A. Parker, Sr., William 
A. Parker, and William A. 
Parker, Jr. 

Miss McDerment is only 
the second woman ever em- 
ployed by Beck & Gregg. 
Her service record exceeds 
that of Lewis H. Beck, the 
company’s first employee, 
who worked 54 continuous 
years. Mr. Parker notes that 
under present laws and com- 
pany retirement regulations, 
no one else will ever be able 
to work as long. 


with company officials. Left to 
president and general manager; 


Bertha McDerment; William A. Parker, president. 
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CHARLES P. BREWER 


Belknap Names Brewer 
Manager for Southeast 


Charles P. Brewer has been 
appointed southeast division 
manager for Belknap Hard- 
ware & Mfg. Co., wholesaler 
in Louisville, Ky. He succeeds 
O. T. Keeling, who was re- 
cently promoted to director 
of sales for the same division 


(See HA, Aug. 24, p. 104). 
Mr. 


Brewer started with 
Belknap in 1946 as an order 


clerk. He has worked in the 
foreign sales department and 
was a district representative 
with headquarters in New- 
port, Ark. 


Noma Lites to Sell 
American Screw Div. 


American Screw Co. is be- 
ing sold by Noma Lites, to 
Albert Tuch and associates. 
Mr. Tuch is a partner of 
Warren & Bailey Co., indus- 
trial supplier in San Diego. 

Mr. Tuch stated that all 
operations of American 
Screw will probably continue 
on the existing pattern. The 
company will retain its pres- 
ent name. G. M. Keulemans, 
executive vice-president, and 
John J. Coy, vice-president 
of sales, will continue in 
their present capacities. 

American Screw was ac- 
quired by Noma about two 
years ago (HA, Feb. 11, 
1960, p. 260). 





Wholesalers of Water Pumps and Systems 


Organizing a National Trade Association 


Wholesalers of pumps, 
and water 
conditioning equipment have 


water systems, 


ization work 21 wholesalers, 
mainly east of the Missis- 
sippl, joined as charter mem- 
bers. 


Al Low, Jr., Takes Southern Golf Crown; 
L. L. Kennedy Is Elected Assn. President 


Al Low, Jr., of Samson 
Cordage Works, is the new 
champion of the Southern 
Hardware Golf Assn. 

He defeated defending 
champion Charles H.: Dun- 
ning of Clemson Bros., Inc., 
during the association’s sixth 
annual golf tournament at 
Mid Pines Club in Southern 
Pines, N. C., Nov. 8-10. Mr. 
Low was also medalist with 
a 79. 

L. L. Kennedy, Kennedy 
Wholesale Hardware Co., 
Chattanooga, was elected 
president of the association. 
He succeeds Harold A. Ste- 
vens of True Temper Corp., 
Cleveland. M. H. Campbell, 
Campbell Chain Co., York, 
Pa., was elected first vice- 
president; and Harry 
Keenan, Phillips Hardware 
Co., Cambridge, Md., second 
vice-president. 

Elected to 3-year terms on 
the executive committee were 
J. W. Hasson, House-Hasson 
Hardware Co., Knoxville; 
Dan G. Johnson, Harriman 
Mfg. Co., Chattanooga; and 
J. Z. Buckley, Parker Mfg. 
Co., Worcester, Mass. 

Golf tournament winners 
consisted of the flight win- 
ners; winner, defeated fours; 
winner, first consolation; and 


winner, second consolation. 

In this order, the winners 
by flights were as follows: 

First: Al Low, Jr.; D. E. 
Firor; Linn Durbin; Ed 
Craft. 

Second: W. N. 
R. P. Brinton; H. 
Bliss Winn. 

Third: M. D. Stout; H. A. 
Stevens; Bud Barth; and 
B. B. Wood. 

Fourth: A. L. Humphries; 
E. H. Mowbray; L. S. May; 
F. W. Berdan. 

Fifth: D. F. Peck; Dan 
Johnson; T. D. Vander. 

Sixth: A. A. Hally; C. E. 
Hamilton; M. H. Campbell; 
E. H. Seymour. 

Seventh: J. H. Tattersall; 
E. A. Wright; W. F. Story. 

Eight: M. C. Bond; F. J. 
Carr; T. R. Hughes; J. R. 
Allison. 

Ninth: M. A. Sorrell, 
H. W. Owen; Z. Buckley; 
J. S. Phillips. 

Tenth: K. H. Hunt; 
C. Bunker; R. O. Hanson; 
H. R. Rawlings. 

Eleventh: A. L. Smith; 
C. E. Smith; E. C. Bradford; 
L. V. Rowlands. 

Twelfth: F. P. May; K. L. 
Wilson; D. F. Oltz; A. P. 
Henricks, Jr. 


Dixson, 


Clark; 


organized the Water Equip- 
ment Wholesalers Assn. 

A constitution and by-laws 
are to be approved and a 
permanent organization set 
up during the first annual 
meeting of the group Nov. 
28 in Miami Beach, Florida, 
during the National Water 
Well Assn. meeting. 

Membership requirements 
are that a wholesaler main- 
tain a warehouse stock, sell 
the major portion of its mer- 
chandise through recognized 
resale dealers, and _ that 
wholesaling of pumps and 
water handling equipment 
represent at least 25 percent 
of total annual billing or a 
dollar minimum of $100,000 
a year. 

During preliminary organ- 


Officers are Thomas B. 
Clark, Clark Water Equip- 
ment Co., Davenport, Iowa, 
president; Marvin L. Park- 
hurst, Parkhurst Dist. Co., 
Ledgewood, N. J., vice-presi- 
dent; Donald K. Weber, L. F. 
Beers Co., 150 Broad St., 
Rochester 14, N. Y., secre- 
tary-treasurer. 

Directors are the three of- 
ficers and Richard D. Larson, 
Larson-Becker Co., Batavia, 
Ill.; Judd Manning, Colorado 
Pump & Supply Co., Denver; 
and Baird Whetstone, Okla- 
homa Pump & Supply Co., 
Oklahoma City. 

The association invites all 
qualified water equipment 
wholesalers to become active 
members. 


Southern Hardware Golf Assn. officers, left to right: M. H. 
Campbell, first vice-president; Harry Keenan, second vice- 
president; L. L. Kennedy, president. 
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News of the Trade -- 


Rose, Kimball & Baxter Holds Pro Meeting; 
Dealers Show Enthusiasm for 1962 Program 





Dates Announced For 
Wholesalers’ Shows 


Wm. H. Cole & Sons, 


Rose, Kimball & Baxter's 1962 Pro advisory board. Left to right: 


Phil Keen, 


Murray Co., 


Honesdale, 


Pa.; Harold Kelley, More 


Brothers, Inc., Walton, N. Y.; Gene Greenman, !-Deal Builders 
Supply & Pro Hardware, Dansville, N. Y.; George Clark, Clark's 
Pro Hardware, Rochester, N. Y.; Bill Grittner, Grittner's Pro Hard- 
ware, Hughesville, Pa., and Jim Croft, Croft Lumber & Pro Hard- 


ware, Sayre, Pa. 


Nearly all 60 dealers at- 
tending the Pro dealer con- 
ference sponsored by Rose, 
Kimball & Baxter, Inc., 
wholesaler in Elmira, N. Y., 
signed up for Pro’s 12- 
month advertising program. 
The program includes news- 
paper ads in key market 
areas, five consumer mail- 
ers, monthly ad mat service. 

Conference sessions were 
built around the theme 
“$150,000 - plus for all Pro 
dealers for the next two to 
five years.” Topics included 
a review of the Pro program, 
effective credit and collec- 
tion, big-ticket sales, image 
building, advances in prod- 
ucts. 


Paul Cosgrave, president 
of Pro Hardware, Inc., spoke 
to dealers on the profession- 
al approach to selling. 


A. E. Kadell Named 
To Screw & Bolt Post 


Alfred E. Kadell has been 
appointed executive  vice- 
president of Screw & Bolt 
Corp. of America, Pittsburgh. 

Mr. Kadell had been a vice- 
president of the Great Lakes 
Steel Corp., Detroit. The past 
four years he was an execu- 
tive with the consulting en- 
gineering firm of Arthur G. 
McKee Co., Cleveland. 





Dealer Show, Jan. 23- 
24, at company offices, 
1110 Batavia Farm 
Rd., Baltimore, Md. 


Cotter & Co., Semi- 
Annual Convention and 
Fall, Toy and Gift 
Show, June 4-15, at 
company offices, 2740 
Clybourn Ave., Chicago 
14, Ill. 

Frankfurth Hard- 
ware Co., Milwaukee, 
Merchandise Clinic & 
Show, Jan. 28-29, at 
Milwaukee Auditorium, 
Milwaukee, Wis. 


Hardware Supply, 
Inc., Annual Dealer 
Show, Jan. 16-17, at 
company offices, 1570 
Grant Blvd., Detroit 
11, Mich. 


Piedmont Hardware 
Co., General Merchan- 
dise Trade Show, Jan. 
24-25, at company of- 
fices, 554 Craghead St., 
Danville, Va. 


United Hardware 
Distributing Co., Min- 
neapolis. Annual Stock- 
holders’ Meeting and 
Merchandise Show, 
Jan. 29-31, at Minne- 
apolis Auditorium, 
Minneapolis, Minn. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 54. 


i \- 
ROBERT E. LEWIS 


Robert E. Lewis Joins 
Liberty Distributors 


Robert E. Lewis has joined 
Liberty Distributors, Phila- 
delphia, as a buyer and mer- 
chandise manager. Mr. Lewis 
was with Franklin Hardware 
& Supply Co., dealer-owned 
wholesaler at Warrington, 
Pa., for nine years, most re- 
cently manager of opera- 
tions. 

With his addition, Liberty 
plans to intensify its dealer 
merchandising program, ac- 
cording to Managing Direc- 
tor Robert C. Vereen, for a 
better-integrated merchan- 
dising and advertising pro- 
gram backing Liberty’s na- 
tionally-advertised Trustwor- 
thy, Dainty Maid and Sport- 
master lines. 


Gates Rubber Selects 
New Marketing Manager 


Robert McCallister has 
been appointed marketing 
manager for the Automotive 
and Hardware Division of 
the Gates Rubber Co., Den- 
ver, Colo. He was sales con- 
troller of the division. 


Package Winners Shown at Convention 


WINNERS 


FIRST AMAA 
UARDWARE PACKAGING. 
CON TEesT 
Te x donne Retetinefene, 
» 


ne Ets tote 


Winners of the first annual Hardware Packaging Contest, spon- 
sored by the Hardware Packaging Committee of the Packaging 
Institute, and selected at the National Hardware Show, were shown 
in the lobby of Convention Hall at Atlantic City recently. The 
showing took place during the American Hardware Manufacturers 
Assn. conference booth program. This was part of the AHMA, 
National Wholesale Hardware Assn., and National Association of 
Sheet Metal Distributors joint conventions. 


64 © HARDWARE AGE, November 30, 196] 











news in brief of 


MANUFACTURERS AGENTS 


@ Jackson Mfg. Co., Harrisburg, Pa.—New York State, ex- 
cept metropolitan New York City, to Frank L. Brierly and 
Hutchison Curtis, Petersham, Mass.; Alabama, Kentucky 
and Tennessee to John R. Richards, Chattanooga, Tenn. 


@ Mayes Brothers Tool Mfg. Co., Johnson City, Tenn.— 
Northern California and northern Nevada to Carol C. For- 
triede Co., San Francisco; southern California, southern 
Nevada and Arizona to Ted Segers Sales Co., Los Angeles; 
Colorado, New Mexico, Idaho, Utah, Montana, Wyoming 
and El Paso, Tex., to Jerry Toppel Co., Denver; Alabama, 
Florida, Georgia, Mississippi and New Orleans to Cavert & 
Lasley Co., Nashville; Oregon and Washington to Tom 
McCloskey Co., Seattle; Delaware, Maryland, Pennsylvania, 
parts of New Jersey, Washington, D. C., to Reese-Charlton 
Co., Chester, Pa.; Kentucky, North Carolina, South Caro- 
lina, Tennessee, Virginia and West Virginia to Killebrew, 
Brackman & Roth Co., Nashville. 








LLOYD J. FAETH 


Stowe Appoints Faeth 
Secretary-Treasurer 


Lloyd J. Faeth has been 
appointed secretary - treas- 
urer of Stowe Hardware & 
Supply Co., Kansas City 
wholesaler. He succeeds N. 
W. Bailey who is retiring. 

Mr. Faeth’s early experi- 
ence with Stowe was in sales, 
followed in more recent 
years in purchasing. 


Wes‘inghouse Promotes 
O‘Friel To Manager 


Mark J. O’Friel has been 
named general manager of 
Westinghouse Electric Cor- 
poration’s portable appliance 
division, Mansfield, Ohio. 

Mr. O’F riel, former execu- 
tive assistant to the vice- 
president in the company’s 
major appliance division at 
Mansfield, replaces R. J. Sar- 
gent, who has been assigned 
to headquarters staff, con- 
sumer products group. 


Eberhardt Elected 
To Super Tool Post 


Paul C. Eberhardt has 
been elected executive vice- 
president of Super Tool Co., 


, P a 5 ‘“ 
_ $ : : 


PAUL C. EBERHARDT 


a division of Van Norman 
Industries, Inc., New Bed- 
ford, Mass. Super Tool is in 
Elk Rapids, Mich. 

Mr. Eberhardt joined Van 
Norman in 1956 as assistant 
to the president. His most 
recent position was vice-pres- 
ident of manufacturing and 
engineering of the parent 
firm. 


Cotter's Spring Show 
Draws 2000 Customers 


More than 2000 dealers 
and their employees attended 
the recent V & S Spring 
Goods Show and _ stockhold- 
ers’ convention at Cotter and 
Co., dealer-owned wholesaler 
in Chicago. 

The attendance was an all- 


News of the Trade 





Heart of America Holds Annual “‘Jib-Jab”’ 


a2 2 * 


- 


Heart of America Hardware Club held its annual 


"Jib-Jab" party 


in Kansas City last month. Hardware wholesalers and club mem- 
bers escorted their wives to dinner and an evening of entertain- 
ment, refreshments, floor show and dancing. Among those attend- 
ing (photo) were, left to right: Bennett Haynes, manufacturers 
representative; Mrs. George Clarke; club president George Clarke 
of Diamond Tool & Horseshoe Co.; Wesley Rhymer, Moto-Mower, 


Inc.; and Mrs. Bennett Haynes. 





time high. This was attribut- 
ed in part to the new dealer 
accounts attending as a re- 
sult of Cotter’s recent ac- 
quisition of Wholesale Hard- 
ware Sales, Zanesville, Ohio. 

At the stockholders’ ses- 
sion, dealers were told by 
John Cotter, president and 
general manager, that sales 
in 1962 are expected to reach 
$40 million. 

Highlights of the general 
meetings were the introduc- 
tion of a new line of private 
label power mowers, a new 
V & S paint program, prod- 
uct knowledge clinics, and a 
preview of six major promo- 
tions planned for next year. 


JOHN KOENIG 
Heads Builders’ Sales 


John Koenig was recently 
nam2d sales manager of the 
Builders’ Hardware Div., 
Amerock Corp., Rockford, 
Ill. (See HA, Nov. 16, p. 83). 








1500 Dealers Attend Hardware Wholesalers’ Show and Stockholders’ Meeting 


More than 1500 dealers attended the 3-day merchandise show and stockholders’ meeting of Hardware Wholesalers, 


Inc., dealer-owned 


wholesaler in Fort Wayne, Ind. Merchandise was exhibited by more than 200 manufacturers. It was announced that HWI's 196! volume 
increased 23 percent over 1960, and that dealers were optimistic about 1962. Ed Roush, Roush Hardware, Westerville, Ohio, was elected 
by about 650 persons. 
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Classified Opportunities Section 





CLASSIFIED ADVERTISING RATES 


Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, 50 words or less 
Each additional word 


Positions Wanted 


Rate) set solid, 50 words or 


$2.00 
Each additional word.. 05 
Allow Seven Words for Keyed Address 
or Your Address 


pene 
le 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5°, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature. 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufticient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published 
Thursday. Classified forms 
prior to publication date. 


every other 
close 3 weeks 





Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
Or stamps. 





REPRESENTATIVES WANTED REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. Write: 


MAJESTIC BRUSH MANUFACTURING CORP. 


210 W. 29th Street, New York 1, N. 














WANTED—MANUFACTURER REPRESEN’ ATIVE 


Sell complete line of ornamental wrought iron rail- 
ing and columns to department stores and other high 
volume accounts in Eastern U. S. area. A Do-It- 
Yourself fast turnover volume item. Liberal Com- 
mission—Indicate your selling area when writing 
for details. 

ELITE FABRICATORS 


BEL A MARYLAND 














SALESMEN WANTED 


With following to sell direct to Hardware, Paint, 
Building Supply Stores and Lumber Yards, lead- 
ing line of competitive unconditionally guaranteed 
paint brushes. Full or side line. Guaranteed terri- 
tories. Give particulars and territories covered 
in first letter. 


Box 1142, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 











SALES REPRESENTATIVE WANTED for 
established manufacturer of high quality, com- 
petitively priced mail boxes. Many territories 
open. High commission. List lines now carried 
and territory covered. Box 1136, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 








EXCELLENT LINE FOR SALES REPRE- 
SENTATIVES calling on the Retail Trade and 
Hardware, Department, Variety and Chain 
Stores. Manufacturer has complete line of pro- 
motionally priced Aerosols including Paint to 
sell. Top commission paid. Write giving refer- 
ences, lines carried and territory covered to Box 
1137, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





REPRESENTATIVES WANTED: Leading 
manufacturer of Grass Seed has openings for a 
limited number of Representatives to handle 
grass seed to the top jobber and discount ac- 
counts in the Country. We are particularly 
interested in New England, egy ey Pitts- 
burgh, Baltimore and ashington, D. C. areas. 
Top commission, all shipments prepaid, splendid 
opportunity for the right men. State full 
particulars in your letter. Address: Box 1146, 
c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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REPRESENTATIVES WANTED 


Proven line available for most terri- 
tories for direct-to-dealer represent- 
atives calling on hardware, lawn 
and garden and similar retailers 
and key accounts. Repeat business 
annually runs 6 times initial sale. 
Biggest commissions in industry. 
Supply territory and other details. 


Box 1102, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














SELECT TERRITORIES AVAILABLE 


for well-known promotional line of imported 
and domestic hand tools. Popular-priced line 
offers unusual opportunities for qualified 
representatives calling on variety, hardware, 
drug, lumber and discount outlets. 


Box 1126, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 














REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representative calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 











FIBRE TOOL BOXES 


REPRESENTATIVE WANTED: Salesmen calling 
on hardware retailers to sell side line of fast 
moving fibre tool boxes. Repeat business, 
commission basis, protected territories. State 
qualifications and territory covered. 


Fibre Products Manufacturing Co. 
601 W. 26 St.. New York, N. Y. 











SALES REPRESENTATIVE wanted for 
Ala. to sell complete line of builders’ hardware, 
including locksets, door closers, hinges, pack- 
aged fasteners, carded hardware. Box 1131, c/o 
Harpware Acer, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 








WISH TO CONTACT PROVEN AND EX- 
PERIENCED HARDWARE SALESMAN for 
state of Georgia to call on better retailers. Six 
man agency with volume lines now cover six 
states. This is rare opportunity to earn deep 
into five figures. bas zs split of high rate of 
commission. Box 38, c/o Harpware AGE, 
Chestnut & 56th be, Philadelphia 39, Pa. 





SALES REPRESENTATIVES WANTED: 
Now due to increased production, we are ready 
for national distribution. We seek hard hitting 
selling forces in_ every state. We manufacture 
portable grip reflector. lights equipped with alu- 
minum and many cOdlored shades as well as new 
styled flexible gooseneck desk lamps. We offer 
protected territories and an excellent commission 
setup. We seek well established representatives 
with following. Box 1015, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALES 
Ohio, Ky. 


REPRESENTATIVE wanted for 

and W. Va. to sell complete line of 
builders’ hardware including locksets, door closers, 
hinges, packaged fasteners, carded hardware. 
Box 1130. c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





ESTABLISHED MANUFACTURER of plas- 
tic garden hose and sprinklers, lawn edging, floor 
matting, swim pool covers, weatherstrip, storm 
windows, freezer bags, rain guards, drop cloths 
and tarpaulins and numerous aerosol products has 
desirable areas open for aggressive, experienced 
representatives. State lines carried; territory 
covered. Reply in confidence to Reliance Plastic 
& Chemical Corp., Paterson 26, N. J. 


ACCOUNTS WANTED 


IMPORTING COMPANY well 


FRENCH 
connected with nationwide distribution 
interested to exclusively represent 
France U. S. manufacturer of mass 
novelty gadgets. 
mrt for their 
IARDWARE AGE, 
delphia 39, Pa. 


facilities 
throughout 
produced 
Are also in a position to im- 
own account. Box 1132, c/o 


Chestnut & 56th Sts., Phila- 





WANT SALES IN Eastern Pennsylvania, 
Southern New Jersey, Delaware, Maryland, Dis- 
trict of Columbia. urrently selling to wholesale 
hardware, rack and specialty distributors, auto- 
motive chains, discount houses. Interested in 
adding one or two top quality lines. Box 1135, 
c/o Harpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





ACCOUNTS WANTED HELP WANTED BUSINESS OPPORTUNITIES 


WELL ESTABLISHED TEAM MANUFAC 
TURERS REPRESENTATIVES open for ad- 
ditional hardware, housewares or garden line for 
Metropolitan New York and New Jersey. Con- 
centrated persistent coverage of hardware, house- 
wares and garden wholesalers, rack jobbers, syndi- 
cate chains and _ catalog houses. Excellent 
reputation in trade. Box 1100, c/o HARpWarRE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





WISCONSIN: 3 man agency now selling 
Hardware, Paint, Lumber, Maintenance Ace- 
counts, etc., wants additional products as Manu 
facturer’s Represent: atives. Interested in obtain- 
ing additional items—Hardware, Housewares, 
Garden Supplies. Paint Sundries, Maintenance 
Products, etc. Box 1141, c/o Harvpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





ACCOUNTS WANTED: Aggressive 
representative covering a 50 mile radius, 
delphia and suburban area desires fast moving 
lines on commission basis. At present calling 
on hardware and houseware buyers but will 
expand to other fields if necessary. Also inter- 
ested in jobbing items. Box 1116, c/o Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Fa. 


sales 


Phila- 





NEW ENGLAND — HAPPY WITH YOUR 
SALES? Successful 3 man, 8 year established 
agency has time to increase sales for major es- 
tablished manufacturer. Cover Hardware, House- 
ware, Rack, Specialty, Paint Sundry Distribu- 
tors plus Discount House, Supermarket, Party 
Plans and Chains. Box 1004, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





AGGRESSIVE SALES ORGANIZATION 
ESTABLISHED 21 YEARS: Interested in 
quality line for Variety, Auto, Paint, Drug 
Chains, Housewares, Hardware and Rack Job- 
bers. Territories New York, New Jersey, Penn- 
sylvania, Maryland, D. C. and Virginia. Box 
1128, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





NEW ENGLAND STATES: Three man 
agency established since 1930, interested in major 
line. Large following in hardware, houseware, 
discount houses, chains, club plans, supermarkets, 
jobbers and dealers. Inquiries invited. Suite 314, 
43 Leon St., Boston, Mass. 





: WELL ESTABLISHED 
SENTATIVES covering Illinois, 
Minnesota, Missouri, Michigan, 
Kentucky, interested in 


SALES REPRE- 
Wisconsin, 
Indiana, Ohio, 
line for Variety, Drug, 
Auto, Paint Chains; Hardware, Housewares, 
Rack & Paint Jobbers. Box 1127, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 








A PROGRESSIVE EASTERN VOLUNTARY GROUP 
WHOLESALER is in the process of restaffing. There 
are openings for experienced hardware men who 
have been displaced by the changes taking place 
in distribution. Opportunities open for men with 
Catalog, Sales Promotion, Purchasing, or Merchan- 
dising experience. Men desiring an opportunity in 
these areas can find a satisfying outlet for their 
ambitions with this company. Location is suburban 
area, pleasant family living, good schools. Reply 
in confidence, with resume, to 


Box 1145, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














CATALOG COMPILER and SALES PROMOTION 
man for wholesale hardware company. Experi- 
ence in catalog work and consumer sales pro- 
motion needed. Good growth opportunity. 
Welcome resumes from qualified men wit 
experience in advertising agency, grocery job- 
ber, etc. Replies treated confidentially. 


Box 1144, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














WHOLESALE BUYER 


Man with wholesale hardware experience in 
Builder's Hardware, Plumbing, Electrical, Gar- 
den Supplies. Will work with inventory control, 
budgets and modern record keeping methods. 
Good growth opportunity. Replies treated con- 
fidentially. Send resume to 


Box 1143, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BUSINESS OPPORTUNITIES 


FOR SALE: Retail Hardware, yg monn = 
and Garden Supplies in county seat town 
central Illinois. Estimated stock $18,000. Will 
inventory and adjust to buyer. Reasonable rent. 
Klein’s Hardware, 222 North Main Street, 
Pontiac, Illinois. 





HARDWARE STORE, $25,000 stock in North 
Missouri in prosperous farming community. 
Excellent building and fixtures. Good clean 
stock. Plumbing and heating business in con- 
nection. Good school and churches, good roads. 
Owner having to retire account of age and 
health, Town 750 Pop. Pond & Son Hard- 
ware, Breckenridge, Mo. 





FOR SALE: Retail Hardware, 
Heating Store, established over 20 years. Located 
in Northwest North Carolina, Piedmont Area. 

Sales volume for 1960, $145,000. Clean stock and 
fixtures. Reason for selling, ill health. Reply t 
Box 1124, c/o Harpware Ace, Chestnut & 
Sts., Philadelphia 39, Pa. 


Plumbing and 


Sel 


HARDWARE 
city of 9000 population on the 
west coast of Florida, Tampa Bay Area. Doing 
between $35,000 and $40,000 a year Inventory 
about $17,500 and fixtures $2,500, same location 
over 30 years. We have the Pittsburgh line of 
paints and a good stock of housewares. Box 
1140, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa 


STORE FOR SALE: In a 


fast growing 


BUSINESS OPPORTUNITIES: Modern 
shopping center hardware store, paint, sporting 
goods, garden supplies, housewares. Established 9 
years in trade area 15,000 with no similar store 
competition. Cost at inventory merchandise and 
fixtures over $30,000. Sacrifice for $25 900 with 
minimum down $15,000. Write, Tillman’s, 1207 
Broadway, Boise, Idaho 


HARDWARE: 
Shopping 
$50,000. 


Established since 1862 Main 
center. Clean stock approximately 
Sales volume 1960, Hardware depart 
ment $160,000, Household appliances (top brands) 
inventory approximately $35,000. 1960 sales 
volume $190,000. Modern Fixtures. 60 space 
parking from rear. Available with or without ap 
pliances. Excellent lease. 10,000 sq. ft. modern 
building. Phone Watsonville, California, PA 
4-4749 (Lou Treichel) or write P.O. Box 989, 
Treichel Hardware and they mes Company, 317 
Main St., Watsonville, California. 


POSITIONS WANTED 


YOUNG PROGRESSIVE RESPONSIBLE 
MAN 34 years of age. 16 years experience in 
wholesale hardware. Started as shipping clerk 
to salesman—to sales manager and now running 
fairly large wholesale operation. Capable of 
doing all purchasing and stock inventory control. 
Can double as sales manager. Real “Go Getter” 
to build up sales with old accounts and getting 
new accounts. Hours no problem. Can definite 
ly get results for right operation. Willing to 
relocate. Box 1139, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





THOROUGHLY EXPERIENCED SALES- 
MAN or sales engineer with experience in direct 
to retail, jobber, distributor and factory sales 
wishes to represent manufacturer in New Eng- 
land or Metropolitan New York or a combina- 
tion of both. A _ real worker. Commission or 
other satisfactory means of compensation. Might 
consider position with outstanding Manufacturers 
Agency. Box 1134, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





ing of the item in question. 





There alongside the trade-name you will find 


HARDWARE AGE 


Keep this 


WHEN YOU ARE LOOKING FOR A CERTAIN PRODUCT 


and only the trade name is known—look in 
the General Directory Section of the “WHO 
MAKES IT?’ Number of HARDWARE AGE for 
that particular trade-name. You will find it 
listed alphabetically under the product head- 


the name of the manufacturer who makes it. 
The address of the maker will also appear 
with the firm name arranged alphabetically 
in the same list. 

Merchandise Directory Number 
where you can reach it quickly whenever 
you need help in buying hardware products. 


Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care is 
taken to index correctly. No allowance will be made for errors or failure to insert. 


DuPont de Nemours & Co.., 
Inc., E. I. 


Polychemical Dept. ‘Zytel"’ 57-60 


B E 
Briggs & Stratton Corp... 48-49 Eastman Chemical Products, 
Brown, Inc., John Clark 54 Inc. 


G 
C Gilmour Mfg. Co. 


Clemson Bros., Inc. Graham & Co., Inc., John H. 
Curtis Products, Inc. G. W. Griffin Co. 


Greyhound Corp. 


D 
Delta Electric Co. 
Dillon-Beck Co. 


H 
Hager & Sons Hinge Mfg. 


Hodell Chain Div. 
National Screw & Mfg. Co. 


L 
Lufkin Rule Co. .. 


M 
Marshalltown Trowel Co. 
Miller Co., Inc., Robert E. 


Mirro Aluminum Co. 


N 


National Screw & Mfg. Co. 


Hodell Chain Div. 
Nicholson File Co. 
North & Judd Mfg. Co..... 


p 
aed Parker Mfg. Co. 


Pennsylvania Saw Corp. .. 


S 
Samson Cordage Works 


Southern Screw Co. 
68 


68 
70 WwW 
Wiegand Co., Edwin L. 
| Woodhill Chemical Co. 


69 Y 


’ Yale & Towne Mfg. Co. 
5| Lock & Hardware Div..... 





MARSHALLTOWN TROWEL COMPANY -e« MARSHALLTOWN, IOWA 
Want more facts? Circle 120, p. 35 





The BIG NAME 


HOSEMASTER 


by GILMOUR of SOMERSET, PA. 








toitegereeel 
thers} 


VAAL 


NOZZLES 
REELS 
SPRAYERS 
SPRINKLERS 








DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


Furniture Rest — Pintle Type 





Rubber 
Crutch Tip 











Bakelite Caster Cup 





Rubber Expander 


12 Boxes in Tubular Glide 


n° 
%”, %”, 1”, 1 1/16", 1%”, 1". 

| ni PROMPT SHIPMENT 

seated Ask your jobber, if he is not suppiled, write 

ROBERT E. MILLER & CO., INC., 

35 Pearl St.. New York 4. N. Y. 


Carton. 
t Va". i Ye", 
p*, Ma” 








—— Rubber | Adjustable Tubular 
ion Glide Spring Type 











Want more facts? Circle 122, p. 35 
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It's 


in demand..and HODELL has /t/ 


The brighter /ook in PROOF COIL and BBB 


z 


% 
+4 
2 
on 
$ : 
* j 


LUMINATED 
CHAIN 


SIZES 3/16” , 1/4” . S/i6” - 3/,” 


It’s the lustrous LUMINATED look, the merchandising feature 
that gives you cleaner, more attractive chain to display and 
sell .. . and in the best selling sizes. 


So clean, it can be handled with white gloves — won’t soil 
hands or clothing. 


The reason: LUMINATED finish is a clean metallic coating with 
a soft satin sheen—and a uniform depth that closes up the 
metal pores. It’s durable, protective, and effectively rust- 
resistant under most average conditions. 


And LUMINATED luster has eye-appeal, too... gives these 
chains a great decorative value for uses where good appear- 
ance is desirable. It eliminates the need for painting. At the 
same time, its appearance isn’t out of place in even the most 
practical applications. 


MAKE A NOTE NOW TO ASK YOUR DISTRIBUTOR ABOUT IT. 4ededl. Gin 


Availab/e in: 


Hodell Pailettes, Foot-Pak 


Paceverds: 


-Pak 
or Pound-Pa No. 100 


Merchandiser, 
Original 
stock, refills 


600 and 1000-Ib. 
containers 


HODELL CHAIN COMPANY 
Cleveland 3, Ohio® Division of The National Screw & Mfg. Co. 
1886-1961 Hodel//’s 75th year of good products and good service 





